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Merchandising Month 


Trend 


HE most significant figure of 

the month comes in the report 

of the American Washing Ma- 
chine Manufacturers’ Association 
showing a marked increase in the sales 
of washers priced $70 and over. This 
is a reverse of the trend established 
during the first three months of the 
year, when higher priced washer sales 
in units were about the same as a year 
ago, but with a decline in percentage of 
the total. 

This increase in sales of the higher 
priced washers is accompanied by a 
decline of 46 per cent in unit sales of 
washers priced below $40. Increases 
of total washer sales continue in 
April, showing a rise of 27 per cent 
over April a year ago. 

Sales improvement is confidently 
forecast to continue. Secretary Boh- 
nen of the Association makes a pre- 
liminary estimate that May washer 
shipments, for which accurate figures 
cannot be obtained before the end of 
June, will show an increase of 19 per 
cent over May of the preceding year. 
This is in line with the tendency to- 
ward a declining rate of increase 
shown each month, although maintain- 
ing a healthy level above the pre- 
ceding year. The largest proportion 
of sales is in the classification of wash- 
ers with a retail value of $50 to $70. 
This price range represented 48 per 
cent of the total for the four months. 
The higher brackets—$70 and over, 
represents 25.9 per cent for the four 
months, and for April 27.18 per cent 
of the total. 

It is this increase in the sale of 
higher priced washers that is of par- 
ticular importance. Replacements are 
now a large proportion of washer 
business and it is only in the higher 


price brackets that replacement sales 
can be made on a profitable basis. 

Replacement is a big segment of 
the market and one that can hardly 
diminish. A study made a year and 
a half ago by this publication showed 
that 46.25 per cent of washer sales 
involved trade-ins. Any change in 
this percentage would be up instead 
of down, so that this proportion is con- 
servative. Washer sales for 1939 at 
the rate they are now proceeding will 
be about 1,450,000. The replacement 
market on this basis will involve trade- 
ins for the year 1939 on 672,000 trans- 
actions. To realize what a business 
factor this replacement market has be- 
come, just consider that it is larger 
than the total washer business reported 
in any year up to 1925. This business 
can’t be handled on cheap washers. 
The dealer has to have margin and 
the price average of $101 in the top 
reporting class is no more than ade- 
quate. 


Figures 


RONERS for April show an in- 

crease over the year before of 27 
per cent—the first month this year that 
ironers have gone above the compara- 
tive figures. This is certainly not all 
that it should be, but it is gratifying 
to know that about 40 per cent of the 
total business for the month, and 46 
per cent of the total business for the 
four months, is in the class selling 
above $80. The average price on 
this group of ironers being $105. 

Refrigeration for April had the 
largest volume for any month since 
June 1937. For the four months re- 
frigeration is up 36.74 per cent. In 
spite of the large total of April units, 
the percentage of increase over 1938 
comparative was only 22 per cent. This 


indicates a slackening of the rate of 
increase and may indicate inventory 
accumulation. However, this is the 
season and field reports for May indi- 
cate an increase in refrigerator sales 
at retail which should have a healthy 
reducing effect on whatever inventory 
has piled up. 

Roaster campaigns and the roaster 
national promotion are accomplishing 
expected results; shown by the favor- 
able comparison of April roaster ship- 
ments—36 per cent above a year ago. 

Although range sales for April 
were only about the same as last year 
—in fact, there is a fractional drop— 
the lead for the four months is ap- 
proximately 15 per cent. This is run- 
ning very close to the forecast made 
at the beginning of this year for range 
sales, and the best selling and cam- 
paign periods are still ahead. 


Washer Week 


HE first annual Washer Week, 
October 23-30 last year was a 
generally successful and worth while 
promotion. Some of the smart fel- 
lows played it up for all it was worth, 
and of course got plenty out of it. 
Some of the wise guys couldn’t see it, 
and of course it didn’t help them any. 
1939 washer week will be October 
14-21. Plenty of time to make plans 
and develop special displays and pro- 
motions. The Association is prepar- 
ing to furnish streamers, pennants, 
bumper signs and enthusiasm. Come 
on, get up on the band wagon. 
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A FULL DISPLAY of G-E’s fast-moving 
trafic items placed in a prominent 
spot means extra sales for che Wikel 
Johnson Co. “It’s just like a cash 
and carry business,’ says Mr. 
Johnson. ““The merchandise 
sells itself.” 


vt 


MAKING EXTENSIVE USE of all display 
material has proved extremely profit- 
able for this Ann Arbor dealer. For 
example, note the effective use of the 
background in the display above. 


EVERY G-E DEALER should 
set up a modelall-electric 


a 
s 


kitchen, according to list 
s Mr. Johnson. In his own by 
words, “You'd be sur- 
prised at the combina- , 
tion sales it makes.” 
“ALWAYS KEEP WELL STOCKED wich refrigerators and wash- A HANDSOME SETTING for G-E’s handsome 19349 : 
ing machines,” says Mr. Johnson. “These long-profit Radios helps to pile up profits for the Wikel : 
items move faster when displayed to proper advan- Johnson Company. Proper demonstration and 1 
tage.” Notice the G-E Refrigerator banner on the wall. display mean a great deal to every company. 
= 
ry 
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And DUO-THERM offers you a heater with a 
list of selling features that simply can’t be matched 
by anyone! 


1. Power-Air! Gives year-round comfort. 
2. Radiant door! Gives extra heat! 


3. Bias-Baffle Burner! Invented, and patented 
by Duo-Therm. More heat from every drop of oil. 
4. Waste-stopper! Keeps heat from rushing up 
the chimney. 


5. Co-ordinated controls. Insure perfect com- 
bustion. 


6. Front dial control! Handy and visible. 

7. Battleship construction! Precision-built for 
extra rigidity. 

8. Brilliant new beauty! Beautiful designs in the 
Golden Fleck enamel finish. 

9. Safe! Listed as standard by the Underwriters’ 
Laboratories. 

Duo-Therm offers you a chance to get the 
heater business long before the other fellows can 
get started! See your Duo-Therm distributor—or 
write, wire, or phone us. 
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OUT QUICK 


POWER-AIR DRIES HAIR! — 
The woman who has just 
washed her hair can dry it 
quickly and easily with Duo- 
Therm’sPower-Air.That’s 
an extra sales maker! 


EXTRA ADVANTAGES—TO HELP CLINCH SALES! 


DRIES CLOTHING, TOO!— 
Wet shoes, clothing, laundry 
can be dried in a jiffy—win- 
ter or summer—with Duo- 
Therm’s Power-Air. And 
that’s a swell sales maker! 


DUO-THERM DIVISION, MOTOR WHEEL CORPORATION, LANSING, MICHIGAN 


Send me all the facts about Name 
the Duo-Therm space heater Street 


franchise—I don’t want to ; 
drift in the doldrums all sum- City 


State 


mer, I want to sell heaters! Distributor 
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Too Great Variety In Appliance Models Costly To Manufacture str 


ACK of sufficient gross margin 
of profit is the biggest worry 
of the major electrical appli- 

ance field. This in turn makes for a 
net profit too small to satisfy practi- 
cally everybody from manufacturer to 
dealer. 

If you talk to the dealer he blames 
the distributor for allowing too small 
discounts. The distributor in turn 
passes the responsibility for this to 
the maker. 

But, when you talk to the manufac- 
turer he says the distributor demands 
so much in the way of helps, adver- 
tising, etc., that little is left in the 
way of net profit. The distributor 
says the dealer is to blame for this 
and that the bulk of this expense 
should be borne by the maker. 

Thus you have two vicious circles 
going in opposite directions and get- 
ting no farther than the well-known 
squirrel in his circular cage. 

Who is to blame? The answer 
could well be, all the above factors or 
none, and rather substantial proof 
given for each. But we are convinced 
the fault lies more in the merchandise 
than in the industry. 

There are, of course, certain prac- 
tices that have become common in the 
distribution of appliances which make 
for a reduction of profit. We will 
discuss them later. 

3ack to the merchandise. Suppose 
we discuss household electrical re- 
frigerators. What applies to them is 
equally true of other appliances or 
will be in the near future. 

It is necessary to understand first 
just where refrigerators stand in our 
scheme of living. Every appliance, or 
any merchandise for that matter, must 
pass through three distinct phases and 
each offers its own peculiar problems 
and possibilities. They are the intro- 
ductory or educational period, the ac- 
ceptance stage and finally replacement. 

We will not discuss the first two 
at any great length in this article for 
with refrigerators we are mostly con- 
cerned with replacement 

The educational phase of marketing 
is always expensive, especially to the 
manufacturer. Little net profit is ex- 
pected during this period. Fortu- 
nately it is usually short because of 
modern methods of advertising and 
merchandising. The public is soon 
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taught what the product will do and 
how and why. Product prices are 
high at this time because of low con- 
sumption. The item is in the luxury 
or semi-luxury class. 

Once the public accepts the mer- 
chandise as adding to better living the 
demand increases rapidly. Prices are 
gradually reduced so that more and 
more income brackets are brought into 
the prospect list. 

The acceptance stage is usually a 
glorious one for all concerned. Com- 
petition is keen but not vicious. The 
demand for a good item increases 
geometrically. Trade-ins, even where 
possible, are non-existent. Everybody 
is happy from salesmen to the manu- 
facturer. It is a merchandising 
utopia 

How long this stage lasts is pretty 
hard to state definitely. So much may 
depend on the life of the product 
being sold. With electrical appliances 
we believe the replacement and final 
phase of selling becomes a factor when 
the market is around twenty five (25) 
per cent saturated. 

Refrigerators have now reached a 
saturation point of almost fifty two 
(52) per cent. The top is in sight. 


The figure may pass sixty (60) per 
cent but certainly will not go much 
beyond. That is, unless prices can be 
very materially reduced, a fact we do 
not believe to be possible. 

So we have reached a position with 
refrigerators, and many other major 
appliances, wherein nearly every time 
one is sold it must replace one in use. 
The worst of it is, in most cases, the 
new one must be substituted for one 
that is giving satisfactory service. 

There are, after all, but two reasons 
for replacing any kind of merchandise. 
First, worn out or used up. Re- 
frigerators of today are so well made 
the industry would shrink to a frac- 
tion of its present size if it waited for 
the old ones to wear out before a new 
one was bought. 

The second reason for replacement 
is obsolescence due to mechanical im- 
provements or changes in design or 
style. Mechanically the refrigerator 
has a narrow margin in which to 
work. Design and style are almost 


unlimited. Under the latter we in- 
clude both interior and_ exterior 
changes. 


Unfortunately the very fact there 
are so many possibilities in design 


make for one of the big dangers to 
profit. We are convinced the first and 
real reason gross margins are too 
small is that we have too many de- 
signs today, and under this we also 
include too many sizes. 

Let us talk about sizes first. The 
manufacturer thinks of his refriger- 
ators in technical terms. He just 
naturally rates his box in cubic feet 
for size and square feet for shelf 
space, etc. The public has to accept 
this, but thinks of the refrigerator 
with reference to size of family. What 
size will be sufficient for two people, 
for a medium sized family or a large 
one. We are also convinced, through 
listening to hundreds of sales being 
made, that the refrigerator industry 
could standardize on three sizes—smal! 
family, medium size family and large 
family. It might be necessary to have 
a very small or midget size for the 
small apartment or one individual liv- 
ing in one or two rooms. 

Electrical Merchandising will pre- 
sent at an early date, facts and figures 
to prove the above both possible and 
desirable from every viewpoint. Just 
one “statistic” here. Right now over 
fifty-four (54) per cent of all re- 


By ERNEST C. HASTINGS 


Electrical Merchandising presents a new contributing editor 
—a graduate of Washington & Jefferson college, Bachelor of Science 
degree. Entered the department store field and was successfully adver- 
tising manager, sales manager, merchandise manager and general 
manager of leading department stores in Washington, D. C. and New 
York. Organized Hastings Research Group. Officer of Instruction in 
Columbia University School of Business the past twelve years lecturing 
on advertising, merchandising and sales promotion. Wrote the Retail 
Advertising course now being used by International Correspondence 
School. Has contributed articles to leading general and business maga- 
zines. Editor of the former Dry Goods Economist giving most of his time 
to the study of business trends so as to predict merchandise tendencies 
as to price and volume possibilities. Merchandising consultant to manu- 
facturers and retailers. Speaking at conventions of retailers he has for 
years pointed out the possibilities in the selling of electrical appliances. 
Recently has been making an intensive study of the merchandising 
and sales possibilities of major electrical appliances. 
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DISING 


stributor And Retailer 


irigerators sold are in the medium 
family size. That is around the six 
ubic foot rating. Yes and here is 
ust one more fact. One of the largest 
seller of refrigerators has but three 
sizes and only six models—four of 
these are mecium family size. We 

vill go into this in a later issue at con- 
siderable length and detail. 

The question of number of models 
or styles is not so easy to determine. 
We know there easily can be too 
many. It is possible there can be too 
iew. Reduction of number of sizes 
will be a material control of models. 

Why and how does the above re- 
luce the possible gross margin of 
profit? The manufacturer has to 
make and stock the twelve or more 
nodels he is now offering. The more 
models and sizes made the greater the 
manufacturing costs, the greater the 
nventory investment, the greater the 
sales cost, and there are other rea- 
sons. But, if only these three could 
be reduced the manufacturer would 
have more profit for himself and have 
1 few more “per cents” to pass on to 
his distributors and dealers. 

It is also highly possible inventory 
control is even more important than 
nventory reduction. It is a certainty 
that with less models to produce the 
inventory losses at the end of the sea- 
son can be very materially lessened. 

For example, as we now operate, a 
manufacturer may have ten models in 
his line. He may guess his produc- 
tion and volumn right on seven of 
them, and go completely haywire or 
the other three. These latter must be 
‘losed out at the end of the selling 
season or before the new models ap- 
pear. This means price cutting which 
in turn makes for market demoraliza- 
tion and grief all along the line. Often 
the losses taken on the three “bastard” 
models may be sufficient to eliminate 
ill or most of the profit on the seven 
popular ones. 

We, of course, do not claim for one 
minute that the reduction of sizes and 
models will entirely eliminate “wrong 
guesses.” There will always be some, 
but the fewer the possibilities the 
less the probabilities. You can lose 
money betting on one of six horses, 
but if twelve are running your chance 
%t picking the winner has been re- 
duced exactly one hundred per cent. 


An analysis by Mr. Hastings of all the interest- 
ing data supplied by this study, together with 
_ comments on the subject by many interested 1 
chants, will appear in the July issue of ELECTR 


How would the distributor like this 
new order of things? We believe he 
would stand up on his hind legs and 
shout. His smile of appreciation 
would be stopped only by his ears 
getting in the way. Why? Well first 
he has to stock all models and sizes 
made by the manufacturer. This calls 
for a big investment of money. But, 
his dealers do not have to buy all 
the models of any line and they do not. 
They select the ones that appear best 
but unfortunately they do not all agree 
on the same numbers. Consequently 
his investment and sales costs are very 
greatly stepped up. If they could be 
reduced through fewer models he too 
would have more profit for himself 
and an ability to pass on to the dealer 
a few more dollars of gross profit. 

Now, what of the dealer? What 
will he say or think of a reduction of 
models? We will give you in a later 
issue exact answers to the above as 
determined by interviews and ques- 
tionnaires. But, we do not hesitate to 
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CAL MERCHANDISING. 


say in this article he, too, will or 
would welcome this as a decided step 
forward. 

True he buys only the models he 
wants, but even at that his inventories 
are high. Then he has to take the 
time and trouble to send special orders 
for models he does not carry where 
the customer insists on a special one. 

Most important of all his sales re- 
sistance would be lowered. He knows 
the average customer is not capable of 
considering more than two or three 
possible selections at a time without 
confusion. He will be more inclined 
to stock a complete line instead of try- 
ing to select the high spots. Natu- 
rally the increased gross margin from 
the distributor or the manufacturer 
will be an added incentive. 

Judging from other lines of mer- 
chandise the greatest objection to a 
simplification of the lines will come 
from the designing and production de- 
partments of the maker. They may 
feel their opportunities for originality 


are being reduced. As a matter of 
fact they will be expanded. They will 
have a more definite field in which to 
work. They can put just as many 
mechanical improvements six 
models as they can in twelve. They 
can create just as good designs or 
styles for six as for more models. 

Finally, there are only so many 
thousand refrigerators that will be 
sold in any given year. That number 
will be sold, or bought, irrespective 
of how many models there are. It is 
only a question whether the thousands 
will be distributed over fifteen models 
or six. If in six the chances of a 
greater gross profit is materially in- 
creased for all concerned. 

The public is not buying refriger- 
ators today. It is buying refrigera- 
tion, and it wants it to come in the 
most attractive package possible. 
Therein is the real urge for replace- 
ment buying. Fewer packages but 
more inviting packaging has always 
increased sales. 
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Getting 
Space Heater 


AYBE you've already heard 

about the fast-growing oil 

space heater industry. Maybe 
you've found out that oil space heaters 
are rapidly becoming a sensation in 
the electrical specialty merchandising 
field. Maybe you have even taken on 
a line of oil space heaters and know 
from first hand experience why from 
volume sales and profit angles these 


new appliances are becoming the 
apple of many a dealer’s merchandis- 
ing eye. 

Maybe 

But this article is intended for 


thousands of retailers whose experi- 
ence in the space heating field never 
got beyond the bowl-type radiant 
heater; who are unaware that the old 
coal and wood stoves which flourish 
in half the homes of the country are 
being replaced with something better; 
who did not know that what only a 
few years ago was an unsightly, in- 
efficient hunk of cast-iron for fuel oil 
burning is now a _ smartly-designed, 
console-type piece of merchandise 
which, in many cases, has been electri- 
fied and can do double duty as a cool- 
ing mechanism in the summer and a 
forced-draft, portable house-heating 
unit in the winter. 

Nor would it be surprising if half 


The old coal or wood stove 
reigns in a majority of rural 
homes where there is little 
central heat. But the stream- 
lined oil heater is fast replac- 
ing it. 
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Here, in a nutshell, is the market 


and profit story of the appliance 


industry’s newest fast-moving specialty 


the retailers reading this were bliss- 
fully unaware of some of these facts. 
For in the year 1930, just about the 
time we were beginning to realize 
that Prosperity was not just around 
the corner, there were only about 
40,000 of these oil space heaters sold 
and there weren’t 100,000 in use over 
the entire country. But seven years 
later, just before we started out on our 
second experience with depressions, 
there were close to 500,000 oil space 
heaters sold. And when the figures 
were totted up at the end of 1938 and 
it was found that some 350,000 of 
these new appliances had marched 
into the homes of the country, we 
realize that, from a standing start, an 
eight-year old industry could boast 
1,700,000 users. And what’s more, it 
just seems to have hit its stride. 


Now there are a number of reasons 
for such a phenomenal showing on the 
part of a specialty appliance. They 
weren’t given away with a pound of 
tea or distributed by relief agencies. 
They were sold—and at prices rang- 
ing anywhere from $60 to $100. Not 
unlike the history of any merchandis- 
ing success, the oil-burning space 
heater has taken its place in the fore- 
front of specialty appliances for the 
following definite reasons: 

1. Refinement and improvement of a 
basic product to the point where it is 
trouble-free, service-free and virtually 
guarantees customer satisfaction. 

2. Smart styling which has taken it 
out of the cast-iron stove category and 
made it a handsome piece of parlor 
merchandise. 

3. Low price and low operating cost 
which puts it head-and-shoulders 
above competitive methods of heating. 

4. An almost unsaturated market 
comprising more than half the homes 
of the United States lacking some 
form of central heating; a further 
market in homes where auxiliary heat- 
ing is required; and the market made 
up of small commercial establishments 
—stores, offices, etc; and the camps, 
lodges, cabins market where some 
form of cheap, efficient occasional 
heating is required. 

5. The enthusiastic entry into the 
field of distribution of these products 
of trained, specialty selling companies 
in the appliance merchandising, furni- 
ture, hardware and allied fields. 

Now, that’s boiling things down 
pretty much so let’s take a look at 
those items one by one.  First— 


The Market 


The average man looking up statis- 
tics on the home market for any one 
commodity would have a headache 
before he got through half the author- 
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ities, from the government on downg™ hy 
as to the number of homes, the type famil 
the income groups represented, and s arbar 
on. We want to spare you as much asgy at! 
possible and so we have gone to most 1,000 
of the available sources—includingy 


our own—and pulled out some goodgg™re 
round figures which you can jot down ops 
ll, 


and remember easily. We may be off 


200 here and 500 there, but we havegg uml 


preserved the essence. here 
Market figures on specialty sellinggg¢e™™ 
devices are sometimes figured on total 
number of families, total number 
homes, or total number of wiredjg®! th 
homes (where the device is electric). ‘ 
In the case of the oil space heatergi*'S ' 
where individual manufacturers havefg ‘bi 
produced models with fans or blowers !f 
for forced-air heating or summer 
ing, the wired home figure represents * 
the total market. In this case, them 
latest figures are 23,420,000 as oi x 
January 1, 1939. 23,4 
But there are many oil space 
ers on the market requiring no electri-§j 
cal connection, and in that case, the 1,6 
base figure may be the number 
homes or, more accurately, inasmuch” ‘ 
as two and three families live in single °% 
pro: 


dwelling units, the total families. 
We'll consider first the market bj 
number of families. Roughly, ther 
are 30,000,000 families in the United 
States. Of these, 23,000,000 live it 
single-family houses; 3,500,000 in 


two-family houses; and 3,500,000 i I 
three-family or more houses. 
these 30,000,000 families about 14, oe 
000,000 live in homes they own, 15-— * 
000,000 live in hqmes they rent andjg ce" 
the remaining 1,000,000 are on Ing 
basis best described as “tenure un-fg Mo 
known”. Of these same 30,000,000 ev 
families, about 17,000,000 live in urbangg 
or thickly settled communities 
about 13,000,000 live in rural or iarm ha 
communities. 


What we are principally interested 
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is now these 30,000,000 
heat their homes. Of the 
10,500,000 enjoy central 


n, however, 
families 
urban folk, 
jeating of some kind or another and 
7,000,000 have no central heat of any 


kind. The rural folk present a far 
more one-sided picture: about 1,500,000 
nave some form of central heat and 
11,000,000 have none. Of the total 
number of families in the country, 
therefore, some 18,000,000 have no 
central heating systems. Obviously, 
they are not all prospects for oil space 
eaters but, on the other hand, many 

f the families enjoying central heat- 
ing are also prospects for space heat- 
ts for auxiliary heating in garages, 
cabins, summer homes, etc. 

If you want to look at the market 
purely from the standpoint of the num- 
ber of dwelling units in the country, 
we can give it to you short and sweet: 

The total number of dwellings is 
25,400,000. Of these, 13,800,000 are 
located in urban areas and 7,500,000 
have some form of central heating; 
11,600,000 are located in rural or farm 
ireas and 1,600,000 have some form 
{ central heating. In other words, 
roughly there are 6,300,000 urban 
prospects for oil space heaters and 10,- 
000,000 rural prospects—a total of 
16,300,000 prospects. Subtract from 
that 1,700,000 who have already 
bought and you have the present 
market of 14,600,000 homes. 

If we might coin a phrase, we 
might say that the market had hardly 
been scratched. 

Now all these families without 
central heating systems are not freez- 
ing to death in the winter months. 
Most of them are in the lower income 
levels, many of them live in the 
warmer climates of the southeast and 
southwest, and nearly all of them 
have some method of heating even if it 
is confined to radiation from the cook- 
stove. For the country at large, 
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Many modern oil space heat- 

ers provide a forced-draft 

heating system in winter and 

a fan or blower cooling system 
in the summer. 


figures show that fully 78 per cent of 
them rely on a coal or wood stove for 
heating; 15 per cent own gas heaters 
and a little less than 4 per cent have 
oil heat. The important point to 
remember is that all of them require 
some form of heating in the first place, 
and that the old-fashioned pot-bellied 
coal and wood stove of our childhood 
memory is supplying 78 per cent of 
those heating needs. It is this 
enormous group of fairly low-income, 
renting and home-owning people who 
are discovering that the oil space 
heater is a modern, economical variant 
of their old coal or wood stove. And 
they are buying them by the thousand. 


Using the Figures 


It is idle to tell Joe Doakes who is 
doing a nice washer and refrigerator 


WASHERS 
CLEANERS 
RADIO 

REFRIGERATORS: 
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WATER HEATERS” 
SPACE HEATER 


business at Nashua, N. H., say or 
Keokuk, Ia., that there are so many 
million prospects for oil space heaters. 
He can’t sell them—but he can sell 
the hundreds of families he knows or 
has sold in his particular bailiwick. 
No retailer worthy of the name would 
have taken on a line of electric refrig- 
erators, on the other hand, unless 
there was sufficient evidence forth- 
coming that people were not going 
to be satisfied with the old ice-box 
once something better came along. 
But the evidence is in the bag that 
oil space heaters—clean, modern, eco- 
nomical and beautifully styled—are 
taking the place of the coal and wood 
burners. What’s more, they are hav- 
ing a healthy sale in small stores, 
garages, warehouses, offices, summer 
camps and the like. That’s what 
makes it tough to lay your finger on 
the exact market for this new 
specialty appliance. Any four walls 
lacking some central method of heat- 
ing will fill the bill. Biggest market, 
however, would seem to be the rural 
—both from the figures quoted above 
which show that the preponderence of 
central heating plants are installed in 
urban dwellings and the fact that oil 
space heater sales by dealers to date 
show 57 per cent of all sales made in 
rural areas as against 43 per cent in 
towns. That's only a little better than 


By LAURENCE WRAY 


50-50, however, and the smart dealer 
will be prepared to tackle both. 


The Products 


There are about 20 important manu- 
facturers producing a line of oil space 
heaters in this country. The total 
number is considerably in excess of 
that figure. Obviously, it would be 
no simple matter to describe all these 
different products in detail. A letter 
sent to individual manufacturers will 
bring complete details of both product 
and promotional helps to help the 
dealer get started in the business. 
Most of the heaters on the market 
depend on controlled natural draft for 
proper combustion of the oil and dis- 
tribution of the heat; they are built 
of heavy 16- and 18-gauge steel and 
are equipped with controls to regulate 
the amount of combustion or heat out- 
put required. Depending on the manu- 
facturer, additional features have been 
added to the staple product such as 
humidifiers to add moisture to the 
dry heat, radiant panel doors which 
may be swung open to give a quick 
heat through radiation, adjustable legs 
to regulate height and large capacity 
fuel tanks in some instances concealed 
in the cabinet. 

Latest improvement, incorporated in 
their models by some manufacturers, 
is the addition of a fan or fans for the 


THE URBAN OIL SPACE HEATER MARKET 


Heating Other Than Oil 
by Urban Families 


Number of Urban Families Without Central Heat 

Urban Without 
Families Central Heat Coal & Wood Gas 
New England ........ 1,531,700 594,300 430,273 1,783 
Middle Atlantic...... 4,951,800 1,005,215 952,944 11,057 
E. North Central. .... 4,224,900 1,174,522 1,097,003 54,028 
W. North Central. ... 1,386,900 446,581 381,380 30,368 
South Atlantic....... 1,267,770 893,678 833,802 23,236 
E. South Central...... 637,737 537,512 502,036 24,726 
W. South Central..... 1,044,100 1,007,518 235,759 737,503 
360,483 235,395 200,792 26,364 
16,958,025 6,508,147 5,095,285 986,357 


Smart retailers are finding 

that oil space heaters make a 

natural—and profitable addi- 

tion to the specialty appliance 
line. 


1939 


dual purpose of forcing the heat to 
cover wider areas of a house (a single 
heater, for instance, is sufficient to 
take care of the entire heating require- 
ments of the average house) ; to break 
up the layers of heat in a room due to 
the fact that heat is inclined to settle 
along the ceiling area and leave the 
floor many degrees colder; and to pro- 
vide an actual cooling mechanism in 
the warm summer months. One or 
two manufacturers are basing their 
advertising campaigns on year-round 
comfort along the lines of central 
heating and air conditioning systems! 

It is not difficult to see, therefore, 
why the families in the lower income 
levels who have in the past been 

(Continued on page 60) 
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SCAPING the marauding horde of destructive Union soldiers during the 

Civil War, Natchez, Mississippi, still has the lordly homes that marked the 
South's high water mark before the war. Lived in by descendants of the old 
aristocrats, these people form the pinnacle of southern society. 

Once a yeor a pilgrimage takes place to Natchez. Traffic all over the 
fashionable South swings that way in the springtime. In costume the grande 
dames hold open house in their manors. An open invitation is extended for the 
Ninth Annual Pilgrimage, March 24, through April 7, 1940. 

Electrical Merchandising was interested, for here was a gigantic sampling 
compoign. Over the newly completed motor roads, the very flower of the 
South and the wealth of the North (even Henry Ford) was pouring in to 
look at life as it was lived in the great days — to see how it is lived in the 
present. Here they examine gardens and homes built by men who owned 
as many as 3,000 slaves, whose sons were educated in England, who ransacked 
Europe for arts and decorations. 

What was the standard of the aristocracy in its housekeeping? Was it 
still cooking over the fireplaces— or did modern electrical methods have 
a place beside the old drapes, old hoopskirts, and ancient glassware? 

These pictures carry the answer. While preserving the past, leading 
southern families are annexing the comforts of the present. The example 
set by top drawer society will undoubtedly speed up the saturation of 
appliances in Dixie. 


Swings 


ekeeping 


Photographs by TOM F. BLACKBURN, Field Editor, Electrical Merchandising 


Meet Betty McGehee, whose ancestor was one of the hero 
of the novel, "So Red the Rose.” At Hawthorne, Lafaye 
was entertained in 1825, but his meals weren't cooked 4 

an electric range in those days. 


Look closely and you will see how a little boy was dressed in 1850. Audubon was a guest at this manor of Inglewood 


and would probably recognize every step of it except the modern kitchen. 
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If little girls used to raid the refrigerator before the Civ 
War, they looked much like Betty McGehee at Hawthorne 
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Right next to an ancient kitchen fireplace stands this Frigidaire. Mrs. Wallace Smith, the lady in hoopskirts, 
will be remembered in St. Joseph, Missouri, as the former Margaret Gibson Mutziger. 


Candles or coal oil illuminated this parlor back in antebellum 
days. Now they are made over into electric fixtures. 


e of the hero 
orne, Lafaye 
cooked 
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ive 


Under live oaks, al fresco, the weekly washing is done at Inglewood by the colored folk. You are looking at a 
General Electric washer up on the porch. 


Jefferson Davis was cooled by this great granddaddy of electric fans when he dined at Melrose. A colored boy 
or girl at the end of a rope kept a punkah swinging over the entire length of the table. 


2 — ; Because Dr. Wallace Smith likes cool evenings, this giant 
fore the Civ GE attic fan now keeps breezes blowing through Inglewood. 
at Hawthorne . 
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N December, 
General 


1937 the Portland 
Electric Company went 
out of the merchandising business, 
turning all fields of electric appliance 
selling over to the dealers of that dis- 
trict. A year and a half has elapsed 
since that time. How have the dealers 
handled the job? Have as many appli- 
ances been sold as would have been 
placed on the lines had the utility re- 
mained actively in the selling field? 
What sort of promotional helps are 
necessary on the part of the power 
company? How does the cost of pro- 
viding these compare with former 
costs of putting load on the line? 

To the question of whether or not 
the dealers have successfully handled 
the job, the power company returns 
an unqualified affirmative. Portland 
dealers are selling washers, radios, re- 
frigerators and electric ranges in just 
as large numbers as the power com- 
pany ever was able to place them on 
its own lines. Water heater sales 
have naturally enough shown a partial 
lag, as the organizations for selling in 
this line were not at hand and have 
had to be built up, but the satisfactory 
increase shown in the past year indi- 
cates that in 1939 the number of elec- 
tric water heaters sold by dealers will 
fairly approximate the volume of the 
utility’s own sales department during 
1937. 

A. C. MeMicken, general sales man- 
ager of the company, is frank to say 


DEALERS 


A 35 Per Cent Increase In Range Sales Registered Since Utility Retire 


that the step was originally taken with 
some hesitation but he states that the 
actual performance of the dealers dur- 
ing the past year and a half have 
effectually removed any doubts he may 
have had. He considers the plan a 
definite Speaking before a 
meeting of the Northwest Electric 
Light & Power Association in Port- 
land, J. M. McKay, one of the com- 
pany’s dealer representatives, stated: 
“IT can honestly say that at the incep- 
tion of our dealer promotion program 
I had some mental reservations as to 
its success, but after having spent a 
year and a half in actual field work 
where I have been able to get first 
hand knowledge of the results secured 
by this method, I have found that it 
has resulted in increased sales on all 
appliances except water heaters, vastly 
improved dealer and public relations 
and greatly reduced new _ business 
cost.” 

Conditions which favored the adop- 
tion of this plan in Portland were the 
fact that saturation of the major appli- 
ances was already high, being 30 per 
cent on electric ranges, in excess of 45 


success. 


per cent on electric refrigerators and 
nearly 10 per cent for electric water 
heaters. Moreover the district was 
already well supplied with a large num- 
ber of active dealers who were estab- 
lished financially, with outside selling 
organizations. The territory served 
was in large measure urban, sixty per- 
cent of the company’s customers being 
in Portland and the remainder for the 
most part in small towns, with a few in 
well populated rural districts. Prac- 
tically no scattered farm districts were 
involved. Thirty years of active mer- 
chandising by the company had 
brought about an unusually high de- 
gree of acceptance of the electrical idea 
throughout this region. 

With the cessation of active mer- 
chandising, the Portland General 
Electric Company adopted a dealer 
promotion set-up under a department 
headed by Geo. Madison. Its person- 
nel consists of four field representa- 
tives, three home economists, one dis- 
play man and two office assistants. 

The home service department con- 
tinues the policy of former years, with 
follow-up calls on new range users 


and free weekly cooking classes open 
to all range users. New users are in- 
vited by special written invitation. Al] 
home service complaints and ques- 
tions on electric cooking are taken 
care of by these girls. 

The display man maintains attrac- 
tive floor and window displays in the 
company’s offices and is also available 
to dealers to assist them in preparing 
their store and windows, especially in 
making proper tie-in displays with 
particular campaigns. 

The field men, under supervision of 
the manager of the department, carry 
on a continual program for the edu- 
cation of dealers and dealer salesmen. 
Sales training classes for groups of 
from eight to twelve at a time include 
instruction in the company’s model 
kitchen, with practice in electric cook- 
ing and also discussion of the proper 
methods of approach in making direct 
house calls, how to develop prospects, 
to make sales presentations in the 
home, to handle floor interviews, and 
close sales. Special emphasis is laid 
on methods of developing and selling 
electric water heater prospects. Many 


....+ By Cookery Clinics 


OMETHING a little different by 
S way of cooking schools, with a 
follow-up which brought the prospect 
directly to the store to ask for advice, 
was the Cookery Clinic which was 
staged by Meier & Frank of Portland, 
Ore., last fall. The event started off 
with a three-day school which was 
conducted by Mrs. Warren of the 
Westinghouse company. This brought 
out an attendance of over 1200 women. 
At each session of this course it was 
stated that opportunity would be given 
at the close to consult the home econo- 
mist personally on whatever cooking 
or appliance problems the customer 
might care to have solved. 

The consultation was to take the 
form of a “cookery clinic” at which two 
consulting home economists, from the 
two leading Portland papers, would 
also function. The housewife would 
thus have the advantage of the best 
joint opinion of three experts to help 
solve her problems. The clinic was 
held from 10 o'clock to 4:30 daily, the 
consultants occupying the model West- 
inghouse kitchen which is a feature of 
the electrical department of the store 
for four days. For this entire period 
there was never an interval when there 
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1,200 women attended this cookery clinic at Meier & Frank's 


was not a waiting line of housewives 
who wanted assistance and advice. 
Some of them, of course, had cooking 
problems connected with canning or 
baking or some other special kitchen 
occupation to present, but others asked 


advice on subjects such as whether or 
not they should choose gas or elec- 
tricity for their new range. Quite 
a number of Westinghouse ranges were 
sold as a result of the promotion and 
a goodly number of prospects resulted, 


JUNE, 


not to mention the good will feature 
involved. So satisfactory was the out- 
come that it is not improbable that the 
store will make the clinical method a 
regular feature of its future major 
appliance promotions. 
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Retir@bm Active Merchandising 18 Months Ago... A Progress Report 
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of these classes are held in the deal- 
ers’ stores and include pertinent in- 
formation on company policies, electric 
rates, kitchen planning and other sell- 
ing problems. 

Direct field help and training is also 
furnished to dealers who have outside 
sales crews, the utility field representa- 
tive making actual calls with the sales- 
men and demonstrating for him the 
proper sales procedure which will 
prove effective in selling ranges or 
water heaters or planning an all-elec- 
tric kitchen. 

An aggressive sales program de- 
signed to increase sales throughout the 
year is planned, backed by adequate 
advertising. Promotions are built 
around the national schedule of cam- 
paigns, and are aimed to increase deal- 
er floor traffic and to develop new pros- 
pects. For this purpose the contest 
system, with the entrant calling at the 
dealer’s store for information or blank 
has been found effective in giving the 
salesman a chance to tell his story. 
Power company ads frequently carry a 
list of cooperating dealers. Tie-in ads 
are not solicited by the utility, but 


many dealers have voluntarily found 
this type of advertising helpful. 

The Portland General Electric Com- 
pany offers the Electric Home and 
Farm Authority finance plan to its 
dealers and states that 100 dealers are 
now taking advantage of this service. 
To qualify for this plan the utility must 
conform in low residential and farm 
rates to the Authority’s rate scale and 
must agree to become the Authority's 
fiscal agent, while dealers submit finan- 
cial statements to the EHFA for ap- 
proval and guarantee all contracts. The 
great advantage to them is that they 
are given the effective selling tool of 
permitting customers to make payments 
for appliances with their electric serv- 
ice bills. 

The Portland power company feels 
that this financing assistance more than 
any other one thing has enabled them 
to win the confidence of dealers. A\l- 
though the financial statements submit- 
ted to the Authority are held strictly 
confidential, nevertheless, dealers soon 
come to discuss this side of their prob- 
lem frankly with the power company 
representatives. And this friendly re- 


lation has extended itself as well to 
those dealers who do not take advan- 
tage of the plan. The plan has also 
offered many small dealers and even 
some of the larger ones a more per- 
sonal and friendly as well as a more 
effective credit and collection system 
than was formerly available. 

The utility reports that during a 
year’s operation the EHFA plan has 
been responsible for placing 5,500 elec- 
trical appliances on their lines. Deal- 
ers’ merchandise accounts have shown 
less than one per cent of 30-day delin- 
quencies and repossessions have been 
reduced to a minimum. 

As for concrete results from the all- 
dealer merchandising set-up, the Port- 
land General Electric Company reports 
that the sale of electric ranges during 
1938 showed a 35.5 per cent increase 
over 1937. That is, during the past 
year dealers alone sold 3,462 ranges as 
against 2,561 ranges sold by power 
company and dealers together the year 
before. Although water heaters did 
not quite maintain the 1937 level, this 
condition was anticipated because of 
the necessity of training and educating 


By Clotilde Grunsky 


dealers and their salesmen in this new 
field. By the beginning of 1939 the 
number of dealers displaying and sell- 
ing water heaters was more than twice 
what it had been in 1938 and it is con- 
fidently expected that dealers will write 
up a record for themselves in this field 
during the coming year. 

Because of a change in accounting 
methods and also because the cost of 
selling small appliances was also in- 
cluded in the 1937 merchandising ex- 
pense, it is difficult to make a compari- 
son of the cost of placing load on the 
line under the present set-up and that 
of the direct sales department. The 
Portland General Electric management, 
however, believe that the cost of pres- 
ent operation is considerably lower. 
Among the other advantages which the 
change has brought about, they list a 
genuinely friendly feeling on the part 
of dealers, which is bound to be reflect- 
ed in a better attitude on the part of 
the general public. 

What is necessary for such a plan to 
be successful? “It is imperative,” said 
Mr. McKay, reporting on this question 
to the Northwest utility men, “that 
dealer cooperative programs provide as 
nearly as possible all the sales helps 
that the utility’s own sales department 
had available previously, that the util- 
ity promote vigorous advertising and 
sales campaigns and that the dealer 
promotion department be organized to 
coordinate effectively all utility dealer 
activities.” 


.... By Emphasis on Higher-Priced Merchandise 


Ranges, water heaters, washers and ironers are all featured in 


the windows of Kuhnhausen's. 


Note ironer demo in progress. 
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TARTING at the bottom is a good 
rule for getting ahead in a good 
many walks in life, but it is no way to 
sell electrical merchandise, in the opin- 
ion of A. E. Kuhnhausen, electrical 
dealer of Portland, Ore. He teaches 
his salesmen to start at the top in their 
sales approach and only to drop to a 
lower price level if it becomes appar- 
ent that the customer really cannot af- 
ford the better quality appliance. 

No customer is offended by having 
it assumed that she is interested in 
higher bracket equipment—in fact, even 
if she does not buy it, she is glad to 
know what there is available. And per- 
haps at some later date, she may be 
able to afford something of this sort. 
On the other hand, quite a surprising 
number can afford it and are glad to 
make the better purchase when they 
learn of its advantages. Nor can you 
tell by the outward appearance whether 
or not she will be interested. It is a 
mistake because she wears a last sea- 
son’s hat to suppose that she will want 
an inexpensive range—she may spend 
less money on her clothes for the very 
reason that she prefers to put it into 
home conveniences. 

The firm’s advertising, as well as its 


sales approach, is devoted to present- 
ing the advantages of quality merchan- 
dise. Mr. Kuhnhausen does not believe 
in mentioning price in his ads, al- 
though, of course, he does bring out 
the fact that appliances may be ob- 
tained on easy terms. But price can 
act as an inducement in an advertise- 
ment only if it is an exceptionally low 
price, he points out, such that the cus- 
tomer recognizes it as a “bargain,” 
even though the merchandise has not 
been seen. There is no money and no 
satisfaction in selling merchandise of 
this kind, says Mr. Kuhnhausen. 

Similarly, salesmen who expect to 
sell their goods with the argument of 
price will be compelled to quote only 
low prices. To start with the lower 
levels means that you remain at them. 
A salesman who shows a customer the 
cheapest goods in the house at the very 
start seldom manages to rise above this 
level. The rule is a simple one with 
nothing new about it, but it works if 
consistently applied. By insisting that 
his salesmen begin always with the 
higher priced merchandise, says Mr. 
Kuhnhausen, he has definitely lifted 
the level of unit sales in all depart- 
ments of the store. 
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How seven power companies make 
load-building as well as public rela- 


tions a definite home service objective 


Appliance saies expositions are fertile ground for home service demonstrations. 


By 
LILLIAN CASSELS 


Here, Miss 


Ina Scrivner, home service director of Montana Power, conducts one at Great Falls, Montana. 


NTIL recently the policies of 

utility management held Home 

Service within strict boun- 
daries, keeping the selling motive out- 
side the fence. Now all is changed. 
Home Service, with its theme touch- 
ing the lives of its audience in a vital 
spot—the determination to maintain 
American standards, come hell or high 
water, while making dimes do the 
work of dollars—can carry that theme 
through to its logical conclusion by 
telling hearers the full story of elec- 
their selling points, 


them. 


trical ippliances, 
price, how to buy 


Fhe need to cultivate customer con- 


fidence by means of a sympathetic 
Home Service program is just as vital 
today as when this division of utility 
operation was first created. There are 
still people in high places and low 
who picture the utility with all the 
malevolence of a muckraking car- 
toonist. Whatever its limitations in 
operating budgets, utility management 
knows it can ill afford to forego the 
Public Relations benefits of Home 
Service. This is why executives have 
reorganized this department, so that 
while its campaign against intangible 
enemies is just as effective as ever, it 
may produce tangible dollars and 


cents in increased load. All dealers 
benefit by this drive to sell current- 
consuming appliances, the extent of 
the benefit being measured largely by 
the dealer’s power of vision and his 
readiness to accept the cooperation 
open to him, regardless of the dual 
purpose of Home Service. Instances 
of the new trend in Home Service are 
to be found wherever Home Service 
exists. In the following brief reports 
of actual programs—necessarily only 
a few from the many—this emphasis 
on a_ selling objective stands out 
boldly. A far cry from the early days 
of the home service department. 
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The Home Service and Kitchen Modernization 8 
reau of the British Columbia Electric Railw 
Company is under the direction of Jean E. Mutc 


Pennsylvania Power 
& Light Company 


Edna M. Mohr directs Home Serv- 
ice in this company, the importance 
of the department evidenced by her 
staff of 52 assistants. Throughout its 
operations, the merchandising slant is 
quite apparent. 

Quoting Mr. J. M. Stedman, Man- 
ager Resident Sales: 


“A plan we call our Kitchen Party 
demonstrates our attempt to create a 
more inexpensive, sales-slanted Home 
Service activity. I believe my com- 
pany was the first to make use of the 
Kitchen Party as a sales promotional 
plan. We have found it one of the 
most effective sales activities devised 
for Home Service uses. 

“The Kitchen Party—now familiar 
to many—is nothing more than a 
demonstration informally conducted in 
the kitchen of a new user. Those at- 
tending are friends and _ neighbors 
(non-users of automatic range or re- 
frigerator) numbering 6 to 15. The 
party is usually arranged by the indi- 
vidual who made the sale. Preliminary 
work, naturally, is done in company 
headquarters to prevent inconvenience 
to the hostess. This is an inexpensiv: 
form of salesmanship, costing less 
than $3.00 per party. The audience is 
selective, the group small and intimate, 
results easily measured. 
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pugh demonstrations 
spects are turned up for the salesmen to close. 
¢ is an appliance demonstration in progress. 
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and kitchen 


“During the past two years our 
Home Service department has con- 
lucted 619 Kitchen Parties for our 
company and for dealers. Illustrating 
sales results, the figures for just one 
f our 11 divisions show that 71 
ranges, 9 refrigerators and numerous 
small appliances were sold to atten- 
lants of these affairs in the last six 
months.” 

In the last Christmas campaign, 
emphasizing small appliances, the sales 
angle, rather than what M. Stedman 
calls “the outmoded recipe and food 
approach,” predominated. 

Other recent campaigns included a 
“Vitamin B_ Crusade,” promoting 
ranges and water heaters. To be pre- 
sented early this year is a four-lesson 
program on a full quota of home- 
making appliances, with these titles: 

(1) Minimum Mileage in the 
Kitchen (Range, Refrigerator, Sink) 

(2) Monday Morning the Modern 
Way (Washer, Ironer, Water Heater) 

(3) Light, the Indispensable Serv- 
ant 

(4) Entertaining without a Maid 
(Small Appliances) 


Louisiana Public Utilities, Inc. 


With but one Home Service opera- 
‘or, Emma Wood, caring for the 
needs of this company’s territory, 
vhich serves 1,498 square miles and 70 


planning, 


Miss Ina Scrivner, home service director of the Montana Power Company, holds a lighting conference with her as- 
sistants. Left to right: Dorothy Carlstrom, Ethel Sales, Betty Goe (W. E. Potter, G-E home lighting representa- 
tive), Clara Kohler, Margaret Riley, Florentine Eno, Beth McArthur and Maud Theis. Miss Scrivner is at the far right. 


communities, effort must be highly 
concentrated. One of the ways by 
which Miss Wood carries the story of 
economical modern housekeeping pro- 
cedure to her company’s customers is 
by using a Newspaper Feature Serv- 
ice, prepared for the use of utility 
Home Service departments by Daniel 
Starch & Staff. Under the syndicated 
title “For Better Living” feature arti- 
cles are sent weekly to subscriber 
companies, the main article being sup- 
plemented by a question-and-answer 
feature titled “Ask Home Service.” 
In the main article, these headings 
carry the portrait and by-line of the 
Home Service Director; she contacts 
newspapers personally, and appears to 
readers in each area to be the author 
of these articles, which avoid any ad- 
vertising slant and concentrate on 
authentic home economics informa- 
tion. Used by numerous utility com- 
panies, these articles are appearing in 
newspapers from New York State to 
Florida and points west—and in some 
of our island possessions. 

Late in 1938 Miss Wood, in corn- 
pany with members of the company’s 
sales organization, made a six-weeks’ 
trip by bus through the company’s 
territory. The main object was to 
promote sales of lighting equipment. 
However the bus was equipped for 
demonstrating a full list of appliances, 
and talks on cooking, refrigeration, 
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and small appliances were inter- 
spersed with lighting talks. Letters 
to customers, handbills, and news- 


paper advertising gave intensive pub- 
licity to this bus project. 

Net results in lighting sales were 
916 lighting units, with kilowatt hour 
consumption amounting to $3,700 a 
year. 

In urging its salesmen and dealers 
in the communities visited to use their 
best efforts to make this promotion 
project a success, the company’s Com- 
mercial Manager, J. M. Gaugler, fol- 
lowed the incentive of that nation- 
wide project inaugurated by other in- 
dustries to make business better by 
increased sales activity. 

The bus used in this project started 
life as a passenger vehicle on the 
streets of Binghamton, N. Y. When 
outmoded for passenger service it was 
purchased by the Florida Public Serv- 
ice Company, affiliated by manage- 
ment ties with the Louisians Public 
Utilities Inc. In the Florida company’s 
garage it was entirely rebuilt and 
equipped for demonstration purposes, 
labor being done by one of the 
mechanics in spare time. 


Montana Power Company 

This Home Service department, 
comprising Ina Scrivner as Director 
with 16 associate Advisers, leans 
heavily on coordination of interests. 


Electrical Appliance Expositions 
are staged in key points throughout 
company territory, sponsored by local 
associations of appliance dealers with 
Montana Power Company coopera- 
tion. Local dealers take charge and 
are kept in the foreground of all pro- 
ceedings. Demonstrations and pro- 
grams are presented by Home Service 
operators. The exposition held in 
Butte and Great Falls had an at- 
tendance of 11,000; sales made by 
local dealers during the three-day 
session at Butte totalled $3,780, with 
valuable lists of prospects. 

Programs for these Appliance Ex- 
positions include recipes for dishes 
on the cookery program, followed by 
computations of the cost of electricity 
used by each meal or recipe. 


The company issues a monthly 
dealer bulletin, “Appliance Sales 
News,” which goes to all dealers. It 
contains news and __ inspirational 


ammunition, lists the month’s dealer 
sales, stresses the company’s dealer 
cooperation policy. 

Lighting Conferences are held by 
Home Service in the various sections 
periodically, bringing in dealers and 
dealer salesmen. 

The following “Four-Point Plan” 
for Home Service activities was oper- 
ative in 1938 and continues through 
1939: 


1. Installation and complaint calls, 
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available to company and dealer alike. 

2. Sales floor demonstrations, com- 
pany and dealer. 

3. Group Meetings. The goal set 
for 1938 was that each Adviser should 
have either a floor demonstra- 
tion (company or dealer premises) or 
a group meeting for company or 
dealer every week through the year. 

4. Salesmen’s Training. Dealer and 
company salesmen alike trained in the 
use of all appliances and the applica- 
tion of lighting equipment. 

Fifty per cent of each Adviser’s 
time is spent on lighting, 50 per cent 
on appliances. The objective in light- 
ing sales is to obtain increases of 100 
kilowatt hours per Adviser. 


sales 


Idaho Power Company 


Are they breezy and gay, out in 
Idaho? Sure they are! Witness, if 
you please, the effective little bulletin 
issued to the Home Service group in 


the Pocatallo division, whose sales 
manager, Steve Rhoads, addresses 
them as “Steve’s Home Service 
Girls.” 


In this company every girl has a 
regular yearly sales quota, to be made 
mainly by the sale of small appliances. 

Says Home Service Director Helen 
M. Swanson: 

“Before the 1930 depression we had 
always taken the attitude that our 
customers were well sold on the use 
of our service but, my, what an ex- 
pensive lesson we were taught! Dur- 
ing the years 1931 to 1934 we not 
only noticed a big decrease in the sale 
of new equipment but that our kilo- 
watt hour records showed a marked 
curtailment of use of appliances that 
were already in our customers’ homes. 
Upon investigation we found many 
electric ranges, refrigerators, water 
heaters, etc. stored in such out of the 
way places as back porches, garages, 
basements, and attics. This definitely 
proved to us that customers were not 
sold on the value, use, and cheapness 
of our service. Up until this time our 
Home Service Department had con- 
sisted of part time emlpoyees who 
contacted only who had 
been sold new electric ranges. Our 
salesmen, too, sold much equipment 
to customers with a lower rate as 
their objective, instead of the addi- 
tional advantages that such equipment 
would bring to that family. Today 
we believe that the harder the times 
the more necessary it is for our com- 
pany to have an all-service home serv- 
ice organization that can pre-sell, sell, 
and re-sell. 


customers 


Furthermore, experience 
has proved that for our customers to 
merely have the equipment and not be 
sold on the use of it doesn’t help them 
any more than it does our company. 
Therefore, our Home Service Depart- 
ment has an outlined program for con- 
tacting our customers to do the fol- 
lowing four things: 

“First, sell them on their present 
use of our service. Or, in other 
words, show them that their electrical 
service bill is made up of their use of 


from 5 to 15 electrical appliances 
rather than lights alone, and that by 
having these appliances and using 
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them they give to their family not 
only the best methods of doing these 
household operations, but also the 
most economical methods available. 
Many women being served by us do 
not realize that the electric method is 
not only the cleanest and most effi- 
cient method of cooking but due to 
our low electric rates and the high 
cost of other fuels in Idaho, it is also 
the most economical method. For ex- 
ample, the most conservative woman 
will use better than a scuttle of coal 
a day (which weighs approximately 
30 lbs.) and with coal selling at $10, 
$11.50, and $12.50 per ton a woman 
using $10 coal would be paying 4¢ per 
Ib. for her coal or 15¢ per day for one 
scuttle of coal. Her cooking cost per 


part of our customers toward the use 
of electric service than there was in 
the early 1930's. 

“I do not mean to say this change 
is due entirely to the home service 
department, but Home Service plus 
the efforts of salesmen and our ad- 
vertising program have worked to- 
gether effectively to create new busi- 
ness and a new customer attitude.” 


Wisconsin Electric Power 
Company 


Vera Ellwood is Director of Home 
service in this company, formerly 
Milwaukee Electric Railway & Light 
Company. “We are stressing more 
and more a sales objective,” reports 


Emma Wood of the Louisiana Public Utilities, Inc., must take care of the home 

service requirements of the entire company which serves 70 small communities. 

Bus trips through the territory are a natural to cover the ground where appliances 
are displayed to interested prospects. 


month would figure $4.50 by this coal 
method. Assuming that she used 100 
kwh for her cooking operation alone 
and that she was on the 3¢ step of our 
rate her electric cookery cost would 
be only $3. Few women realized the 
comparison in cost between the vari- 
ous methods of doing the same opera- 
tion. 

“Second, our girls are devoting a 
certain portion of their call to pre- 
venting load mortality within that 
home. This portion of her call con- 
sists of selling in the reverse di- 
rections; i.e., showing them that if 
decreases in use were made the saving 
would be very small, due to the fact 
that it is the low step of the rate that 
is sacrificed first; and to duplicate 
such an operation by any other method 
would cost considerably more than the 
savings they could make on their elec- 
tric service bill. 

“Third, that since they have used 
enough service to get on the low step 
of our rate, they can go on using any 
amount of service at very little addi- 
tional cost. 

“Although times have been harder 
and many people have felt it necessary 
to economize as they did in 1930, our 
recent records will show that there is 
an entirely different attitude on the 


Miss Ellwood. “This is justified by 
the gains we have made in the con- 
fidence of women, enabling us now to 
promote sales definitely as well as 
emphasizing service. Leading demon- 
strations are on electric ranges and 
roasters, and each demonstration is a 
combination of emphasis on the dem- 
onstration itself, rather than on the 
recipes. We make no effort to get 
direct leads at these meetings—which 
makes it gratifying to find that women 
ask to see salesmen after listening to 
these programs, and often hand in 
names of other prospects.” 


Los Angeles Bureau of Power 
and Light 


Operating under the city Depart- 
ment of Water and Power, this mu- 
nicipal company serves electricity to 
the city of Los Angeles. 

“The work of this bureau may be 
summed up in one sentence—keep 
satisfied customers satisfied,” says 
Mary W. Schweitzer, Home Service 
Director, with a staff of 25 assistants. 
“Home Service expands consistently 
as sales and load increase, because 
company management believes Home 
Service to be an integral part of the 
Bureau’s promotional activities. 
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Its objectives are achieved as {o]- 
lows: 

1. By a continuous educational pro- 
gram to keep Home Service fully in- 
formed about changes in appliances 
and methods. 

2. By having a telephone informa- 
tion service available for major appli- 
ance owners to refer to. 

3. By building in the consumer’s 
mind a feeling of confidence in his 
new appliance through the follow-up 
calls made by the Home Service 
Representative from two to ten days 
after installation is made. 

4. By promoting electric cookery 
through talks and demonstrations be- 
fore school students, ciubs, and others. 

5. By creating goodwill and en- 
thusiasm among dealers through cook- 
ing demonstrations given to small 
consumer groups in the dealers’ stores. 

6. By assisting the Bureau Appli- 
ance Salesmen through demonstra- 
tions given to small consumer groups 
in Bureau branch offices. 

7. By distributing through home 
calls and branch office contacts, Stand- 
ard Tested Recipe Index File and 
“Recipes of the Week.” 
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British Columbia Electric Rail- 
way Company Ltd. 


In this company home service oper- 
ates in a division called the Home 
Service and Kitchen Modernization 
Bureau. Jean E. Mutch is director. 
In analyzing the ways in which her 
department has stressed the sales ob- 
jective through its varied branches 
of service, Miss Mutch has set down 
this airplane view: 

1. More extensive demonstrations 
at our annual exhibition and at elec- 
trical displays. 

2. Active demonstrations of our ap- 
pliances on the main floor of our own 
and branch showrooms. 

3. Our free kitchen planning serv- 
ice which affords an excellent field 
for appliance sales. 

4. We used to depend solely on the 
baking results at our cooking schools 
to sell our ranges. Now we stress 
selling points such as speed; cleanli- 
ness, convenience, accuracy, economy 
and coolness during the lecture. 

5. The girls on the Home Service 
Department staff do not sell, but in 
all their contacts with the public, they 
are very keen on finding prospects 
for appliance sales. If these prospects 
are closed the girls receive a bonus. 

6. The members of the department 
have attended two sales courses. Even 
though the girls do not sell directly, 
these courses have been helpful to them 
in convincing housewives of the de- 
sirability of owning appliances. 

7. We give lectures and demon- 
strations to our own and dealer sales- 
men. 

8. We assist our dealers by giving 
their customers the same home demon- 
stration services which we give our 
own customers. 

9. We create a considerable amount 
of store traffic by preparing a monthly 
bulletin of seasonable recipes. These 
bulletins are obtainable only by calling 
at one of our showrooms. 
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DISING 


N old fellow I used to know 

conducted a correspondence 

school by mail. ‘“You’re an 

ld robber, Doc,” I told him. “Any- 

body can get as much knowledge out 

pf a $5 set of books as they can from 
ur $100 course.” 

“Yes-s-s,” grudgingly admitted Doc, 
“but, I feed it to them with a tea- 
spoon.” 

The success of the appliance busi- 
ness lies in spoon feeding. I say this 
alter a year of observation as business 
gent of a salesman’s labor union. 
Most folks are like babies. You'll 
admit that a baby will eat, sleep and 
jlay from a natural instinct, but he 
won’t crawl up to the bathroom medi- 
tine chest, measure out a teaspoonful 
of paregoric and take it at 4:30 even 
f it is good for him. 

The electrical field has transformed 
living by giving the public something 
that is good for them, willy nilly. To 
a family that is geared mentally to 
burning a corn cob, bathing in a wash 
tub and going to sleep with the 
thickens at sun down, we have sud- 
lenly given the tools of civilization. 
Sure, it costs money to make it own 
them, and teach it how to use them— 
and that expense has to be added to 
the manufacturing price. 

Some cookie is coming along all 
the time and saying, “Jeez, I can turn 
mt that whoozit for a lot less money 
—I'll cut the price and clean up.” He 
loes clean up on his competitors ready 
leveioped prospects. Then things sort 
of telescope, and the shooting is all 
oer and he wonders what went 
wrong. 

Recently, the salesmen’s union in 
Milwaukee has had to battle to main- 
tain prices for dealers in order that 
they could get their commissions. 
There are about 700 men making a 
living selling appliances at retail in 
Milwaukee today. There were a lot 
more than that when the union com- 
menced operating, and insisted that 
only enough salesmen be carried as 
could earn a living. This meant a 
shakeup and a lot of the morning 
glorys had to fade away. However, 
| believe that about one-half of the 
men that were laid off have been re- 
jlaced. You can say that the total 
number of salesmen has been cut down 
ibout one-sixth since the union came 
into Milwaukee. 

Today, as I tell you this, we have 
mly 37 members of the union who 
are two months delinquent in dues. A 
lot of fellows who had never seen them 
before got bonus checks up to $400 
last year. A lot of men collected 


An interview with H. J. BURBACH 


Household Furniture Appliance Sales & Service 
Men’s Union Local 1343, AF of L, Milwaukee 


back commissions from dealers who 
had long kissed them goodbye. 

Now what did the union do for 
dealers? Without it, it is my candid 
belief that 50 per cent of the retail 
outlets in Milwaukee during the tough 
times of 1938 would have been in the 
hands of the finance company. For 
example; I know one dealer who sold 
94 refrigerators in 1937. He has two 
service men and no salesmen. In 1938 
—the depression year he sold only 40 
boxes, but he made twice the money 
off of them he did the year before. 

When the union started, the only 
way we thought possible to help the 
salesmen was to aid dealers in main- 
taining prices. During 1938 the union 
spent some $2,500 doing this. We pos- 
sibly got $1,000 of this back in fines. 
The executive board quickly saw that 
it was not fair for the union to have 
to hold the umbrella over the entire 
business. Both the dealers and dis- 
tributors benefited by it without do- 
nating a penny. At the present mo- 
ment we are hunting ways and means 
to spread the cost of this shopping 
service. Maybe it will be through a 
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subscription to a house organ. Maybe 
the cost will be spread in some other 
manner. Who knows? 

The distributor naturally comes into 
the picture with his fingers crossed. 
He does not want to cut down on the 
number of outlets he has. From a 
long view standpoint, I believe it is 
smart for the distributor to play ball 
with the union, to see that every 
dealer, every man jacks out selling at 
retail makes a profit. 

Otherwise, I feel that the distrib- 
utor’s usefulness particularly in the 
sale of refrigerators will shortly be at 
an end. My guess is, in a dog eat 
dog market, the distributor will dis- 
appear and will be replaced by a key 
dealer, smaller firms will carry only 
samples and draw from the key man’s 
stock from time to time, except for 
carload lots. In such a situation the 
competition of the mail order houses 
forms two grindstones that on a purely 
price basis will take the distributor 
out of the picture in a hurry. The 
18 per cent difference between the re- 
tailers price and the mail order price 
is the distributor’s profit. 


As business go bad during the last 
three months of 1938 the union had 
to let up on maintaining prices. It’s 
easy to see that the dealers were stuck, 
and unless they got out from under, 
the whole thing might blow up. The 
appliance business is not to blame for 
the recession, and we had to temper 
the wind to the shorn lamb. 

However, as things improve, I be- 
lieve that our original premise is 
sound. I believe we have to go back 
to our system of price maintenance. [ 
am at a loss to understand why manu- 
facturers sell direct to dealers, why 
they bring out unlisted, unpriced 
models simply for the purpose of get- 
ting business at the moment. In the 
long run, if they kick over the apple 
cart, the whole fabric of specialty sell- 
ing will be ruined, and believe you 
me, the public will never rush in and 
buy on price alone. 

In the difficult job we have been 
doing as a union to maintain prices 
there are a couple of ways in which 
distributors might help us: 

1. The man and wife teams form 
the toughest bit of opposition the union 
has. Operating little bits of places 
often the only thing such outfits can 
give a customer is a cut price. Their 
presence does not give the distributor 
any considerable volume. Neverthe- 
less, their cut prices, like a rotten 
apple in a barrel, help to spoil every- 
thing for everybody. I think the dis- 
tributors could do a great deal of 
lopping off such outlets. 

2. Catalog competition. Milwaukee 
constantly gets showered with catalogs 
which ostensibly are addressed to deal- 
ers, and yet mysteriously arrive in the 
hands of the men in the street. These 
catalog houses sell wholesale to any- 
body who will lay the cash on the line. 
They disrupt orderly distributing proc- 
esses by grabbing off customers that 
dealers and salesmen have carefully 
educated and sold. I believe these 
operations are in violation of the Rob- 
inson-Patman Act, and if distributors 
and dealers would give the union more 
backing, we might do much to end 
this abuse. 

Mark you, I am not objecting to a 
path being made to the house of the 
fellow who turns out a better rat trap. 
What I do object to is the stealing of 
customers who have been created and 
built up by months of solicitation. I 
think that appliance selling is still in 
the specialty stage, which means prices 
must be maintained. And, to quote 
Benjamin Franklin, “If we don’t hang 
together most assuredly we will all 
hang separately.” 
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the Salesman Sees 


BY G. E. STEDMAN 


GREAT, and proveably great 
part in making ours the great- 
est nation has been played by 

appliance salesmen. You have 

persuaded the masses to the enjoyment 


you 


of the greatest standard of homelife 
known. All the ugly, oldtime chores 
of the basement, the inconveniences 
of the kitchen, and the back-breaking 


toil of housekeeping, are things of the 
past, even to the lowliest family. 

Sales management among some 
manufacturers has adopted funny tac- 
tics. It lowers the price structure 
until there isn’t sufficient margin to 
award our efforts. . It speeds produc- 
tive wheels to stock distributors and 
retailers. It then begins to worry that 
merchandise isn’t moving. Until that 
point is reached, it ignores the truism 
that nothing is ever really sold until 
bought by the consumer; so it begins 
to bedevil the merchant—to prod the 
appliance salesman. 

This absurd sort of sales manage- 
ment puts the merchant on the spot. 
He calls the appliance salesmen to at- 
tenTION! Increases his supervi- 
SION! Gives them all sorts of dam- 
naTION! But when it comes to com- 
pensaSHUN there’s a lot of 
shunning going on! 

Knowing this to be the greatest 
problem of the industry, by March 
ELECTRICAL MERCHANDISING article 
anounced the objective of attempting 
to take the shun from compensation 
for those boys upon whom the indus- 
try is dependent in its forward march. 
Knowing that 
shrinkage 
in the 


occurred a 
appliance selling ranks 
14 months, and that the 
leading cause was compensation, we 


there has 


asked those who remained after the 
discouraging conditions of 1938, to 
put down their feelings. I quote 
typical cases from the many letters 


received. These are concrete instances. 
They mirror a problem for which 
a solution must be found, if we are 
to continue to make this an even 
grander land in terms of a more com- 
plete enrichment of homelife. In quot- 


use initials. 
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Mr. S. of New York, writes: 


ie ELL, here goes, you asked for 


it. I work for a large depart- 
ment store in........ I’ve been with 
’em for four years. We work ona 
straight commission of 8%—only 
8%, and on promotion boxes, we 
get the magnificent sum of 4%. 
Swell, isn’t it? 


“T was one of 115 men who 
worked through the stores with 
Utility. We received 


from them a salary of $26.32 per 
week including transportation, plus 
a 5% commission on each individual 
sale. Everything was fine. In No- 
vember, 1937, the utility discon- 
tinued our entire department, and 
threw us back on the mercy of the 
stores we were connected with. 

“My store, with two others in col- 
lusion, fixed a remuneration basis 
as follows: $20 per week drawing 
account against 7% commission up 
to $1500 delivered business each 
month, with a 2% bonus on sales 
over the quota. We had to wait 
as long as three months to receive 
our bonus, and in some cases the 
boys were in the red for all of 1938 
—that is, they earned less than $20 
per week for 1938. These are facts, 
and if you want definite proof, I 
have it. 

“Well, we squawked and yelled 
until they finally discontinued the 
drawing account and gave us 8% 
straight. This is not what we 
thought was fair play or pay. But 
you can’t fight the powers that be. 
Subsequently our sales fell off, we 
took to hunting jobs, etc. etc. 

“We have fought and fought to 
no avail. They have gone on record 
in saying, ‘Well, if you don’t like 
it, get the hell out.” As for a cure, 
I believe I have staunch supporters 
in the belief that if we received a 
minimum wage of only $22.50 each 
week, plus 5% commission, we can 
make a go of it, otherwise we can 
not last another six months.” 


The case of Mr. S. is not particu- 


section of trade 
opinion expressed in let- 
ters to the author of 


this series of articles 


lar, it is typical of what hundreds 
of boys are suffering. Such perfect 
lack of human relations cannot go 
on much longer. Why turn ostrich to 
these injustices? The boys are hold- 
ing on, and as Mr. S. suggests, there 
is a basis for a cure. 

Skipping across country, I quote 
Mr. P. in Wisconsin: 

P<*FYURING 1930 I entered the 

appliance business, having 
previously been employed at the 
Drake Hotel for ten years, and 
earning $166.66 a month there when 
I left. 

“T went to school for six weeks 
to learn all I could about this busi- 
ness before going in the field. 

“During 1936 and 1937 I sold 353 
major appliances in just this town, 
not being allowed to cover the lake 
shore, in other words about 1800 
meters. In this time I also had to 
help seven other men in their terri- 
tories for which I received no credit. 
In other words, I believe I have 
had considerable experience in this 
business, and can train salesmen also 
go out in the field with them and 
show results. 

“I am now located with a dealer 
contractor, and my compensation is 
$8.00 a week draw, plus commission. 
Isn’t that just dandy for a married 
man with a family? Of course I 
appreciate that business isn’t just 
the way I like it either, but believe 
me, Mr. Stedman, if I could get out 
of this business tomorrow, I would. 
Your articles in ELecrricaL 
CHANDISING are very fair, and I do 
enjoy reading them. But as I can 
see it, the dealer turns the page 
quick, as the dealer I am with did 
when I asked him to read your 
article in the March issue. 

“I only wish I knew some way 
to hold this great organization of 
appliance men together, because be- 
lieve me sooner or later the manu- 


facturers are going to feel it and 
then I am afraid its going to be too 
late. Of the many manufacturer 
representatives that I’m personally 
acquainted with, I don’t believe that 
two per cent of them could go out 
in the field and do an intelligent 
canvass and tell a convincing story.” 


Why should merchants want to 
dodge this issue? Certainly they are 
in a jam under the pricing structures 
involved, but their very existence de- 
pends upon maintenance of salesmen. 
Look at the record of Mr. P. Com- 
pare what he earned with the spot he’s 
now in. Can the problem of com- 
pensation be ignored? I’d say not. 

Let’s approach the matter from the 
angle of the appliance salesman’s wife, 
since over 80 per cent of the boys 
are married. She is an important 
cog in retail sales activities. I quote 
Mrs. B. of Massachusetts: 


as AM wondering how you would 
like a salesman’s wife’s view- 
point on the appliance salesman. | 
have an average education, like to 
read and study, am not a nagger or 
an over-expensive wife. 

“IT liked your article, it’s more 
than true, its truth, My husband 
was employed by a big electrical 
concern here, was a topper salesman. 
Yet when work slowed down and 
business slumped, the boss, instead 
of putting a friendly hand on the 
shoulder and saying, ‘Push ’em,’ be- 
gan to rap out profane language at 
the boys. Guess you know what 
this does to one’s spirit. I saw my 
husband’s work slump before my 
very eyes—his interest was slipping. 
And I'd try to encourage him. 

“Well, when people don’t have 
money and business is poor, those 
that have bought just can’t hang 
on to what they’ve bought. Back 
the merchandise starts to go, and 


(Continued on page 58) 
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Cash In on the Heat with 


YORK COOL-WAVE 


nN AIR CONDITIONERS 


OIN the thousands of leading retailers who T 
are already “making hay while the sun to se at 


shines”... with York Cool-Wave! For here is 


genuine, full-fledged air conditioning for 
homes and offices to sell for as little as $15 
down. Full profits—no trade-ins. A complete 
line of portable units for any size room. In- 


stallation made in 30 minutes ... no wiring, 
no water connections, no alterations. Every 
home, office and small store a live, eager only $15 down 
prospect. Act fast ...and cash in on the heat 
with Cool-Wave! 


‘el it and 
to be too 
nufacturer 
personally 
lieve that 
ld go out 
intelligent 
ng story.” 
want to 
they are 
structures 
stence de- 
salesmen. 
P. Com- 
nner Vo 
of com- 
as Patented SHELF-LINED Or 
from the ia 
mate wit . makes everyone a prospect for the NEW 
important 
rou would 
fe’s view- 
ELECTRIC REFRIGERATOR 
n, like to L R FE | t T 
—" Leading refrigerator dealers everywhere say, “Here is the only refrigerator that 
— | makes prospects out of present refrigerator users as well as new buyers!” For 
+ husband § only Conservador has the patented shelf-lined Inner Door. . . a feature that pros- 
electrical pects can see, understand and appreciate at a glance. Saves time, saves space, 
salesman. saves money . .. makes Conservador the first refrigerator where you really use, 
down and easily and naturally, 2// the space you buy. And, of course, Conservador has 
s, instead every other fine refrigerator feature. Get the complete story from your Philco 
id on the distributor. 
| ’em,’ be- 
nguage at See your Philco Distributor or 4 
shat PHILCO RADIO & TELEVISION CORPORATION 
MAIL COUPON NOW! 5 no. 209, Pa. 
efore my i ! Without obligation, send me complete information on 
or, those ( 
an’t hang NAME 
Bact HOME RADIO + AUTO RADIO + TELEVISION PHONOGRAPHS 
) go, ar DRESS. UNT 
RADIO TUBES + PARTS + REFRIGERATORS + AIR CONDITIONERS + DRY BATTERIES 
8) ; g STATE 
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KITCHENS and 


NE always thinks of an acorn 
planted and patiently watched 
and watered at a General 

Electric conference. To 57 home serv- 
ice women at leafy Nela Park, Cleve- 
land, May 24-26, this seemed especially 
true. 

For both E. W. Commery and H. 
Freeman Barnes of the Home Light- 
ing Institute emphasized the long haul 
days of IES lighting and the difficulty 
of changing living habits in the face 
of the demand for immediate results. 

“The idea of fluorescent lighting has 
caught the imagination of the public 
more quickly than anything else we 
have had to offer,” declared Mr. Com- 


mery. “Scarcely a letter comes into 
Nela Park but what the writer has 
some plan for using this type of 
light.” 


Hot sparks in the lighting discus- 
sion flared up when design was men- 
tioned. Few lamp manufacturers are 
on their toes where the matter of de- 


Mary Weber of Nela Park's home lighting institute 
and Mary Held of Cincinnati Gas and Electric 


Company 


After being up all night to get her kitchen ready, 
Edwina Nolan settled back and watched the show 
run off 
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sign is concerned, and adverse com- 
ments crackled among home service 
girls from far and near. 

In refrigeration the question of the 
day is, “Where can I get the most for 
my money?” A. M. Sweeney of the 
refrigeration division told the crowd. 
In a playlet the new GE Telefrost was 
introduced and the fact that there is 
to be a 6 cu. ft. refrigerator to hold 
enough food for four people for a 
week was stressed. One knob control, 
a defrosting tray that plays five roles 
and an average operation on 19.6 
kw-hr. per month were thoughts driven 
home. 

On ranges F. W. Cuffe presented 
the story on a 15-year life basis for 
the range, serving an average family 
of 4.7 people. A meat bill in these 


15 years would be around $3,200, he 
declared. Nine hundred dollars of the 
$3,200 will go for steaks, and the GE 
range is built to do the average steak 
to a turn, one that is approximately 


Waiting to promote his sales promotion, A. L. 
Scaife is shown between Ruth King and Mildred 
Smith 


C. W. Theleen gave the dishwasher a little dose 
of cod liver oil, just to prove how completely all 


Z-in. thick, and the broiling coils are 
set to the same temperature as burning 
charcoal. The timer that would not 
repeat was demonstrated, likewise the 
red, green and blue signal lights. 

New this year is the Rocket water 
heater that holds 2 gallons, heats 6 
gallons an hour up to 190 deg., ideal 
for occasional users of hot water, and 
to introduce water heating. 

To G. E. Drollinger fell the job of 
introducing the GE dish washer, and 
he brought forth the fact that a month 
of 8-hour days was spent washing 
dishes, that Mrs. America does not 
like to get caught red-handed. The 
necessity for silverware being as sterile 
as the instruments a dentist puts in 
one’s mouth was stressed, and it was 
pointed out that hands can’t bear 
water hot enough to produce hygienic 
dishes. 

With actual demonstrations Mr. 
Drollinger demonstrated how quickly 
the GE Disposal whisked out of exist- 


tastes were removed by its action 


JUNE, 


Last year's letters talked about cove lighting, this 
year the home makers want to know about fluo- 
rescent lighting, E. W. Commery said 


ence three-fourths of garbage and de- 
clared that it was equally effective 
with corn cobs or bones. It was a 
gadget that fascinated men on first 
sight, he said, much more so than the 
dishwasher. 

That General Electric after a num- 
ber of years of thinking about it, is 
now active in promoting kitchen cab- 
inets, was the news that C. W. The- 
leen gave to the convention. Wire 
shelves which permitted a short woman 
to look upward and see everything 
that was in the cabinet, underlighting 
which could be added later if desired 
and flush construction of doors were 
among the new features of GE cab- 
inets. Incidentally, they are priced 
very competitively this year. A cam- 
paign to cover several years of intro- 
duction is being planned, it being felt 
that the electrical dealer is as much 
in line to sell and install these simple 
kitchen accoutrements as any other 
channel of distribution. 
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Big range moments—F. W. Cuffe and Edwina 
Nolan pull 40 pounds of turkey out of an electric 
range—sandwiches for the customers 
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A. M. Sweeney turned the telling Here's a sneak shot of Jean de They are backstage watching how things are going Masquerading as women, Ken Roe and Bob Shee- 
of the GE refrigerator story over Jen taking a last look at his notes —this group includes C. W. Theleen, Edwina Nolan han demonstrated from the woman's angle the 
to some actors before going on stage : and A. M. Sweeney GE refrigerators’ capacity for a bushel of groceries 


malt Vi 


From Yakima, Washington, Aud- Every show has its big moment. That General Electric is going to get into kitchen By showing how many dishes it takes to serve six 
rey Herington of the Pacific Ruby Littlefield reciting a roman- cabinets in a big way, C. W. Theleen declares, people, G. E. Drollinger proved that dishwashing 
ting, this Power and Light Company. tic poem was GE highlight. demonstrating one of the new GE ideas is no trivial job 
out fluo- 
aid 


Edwina Margaret Nevins of the Central A little woman can get things off Men are much more fascinated about Disposal By giving a doll, Betty Light, to a little girl H. 
1 electric New York Power Corporation, the top shelf. Emma Maurice than dish washing, G. E. Drollinger confessed, show- Freeman Barnes demonstrated that home lighting 
rs Syracuse. Tighe of Boston Edison Co. ing electrical garbage remover. was something that one had to grow up with 
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EASY 


Two brand-new EASY models in the 
fast selling popular price brackets... 


ONTHS of market study among consumers, dealers and distributors 

—opinions of appliance authorities—and our own long experience 

in the washer business—have resulted in the designing, production and 
pricing of these two new EASY Super Washers. 


Each incorporates outstanding features and improvements from EASY’S 
famous laboratories. Both are priced to sell in volume with maximum turn- 
over ... handsome profit to you . ... years of satisfactory service to your 
customers. 


EASY believes that there is a price below which it is impossible to build 
a really fine washer ...a price above which volume sales cannot be 
expected. These two new models sacrifice nothing in quality—provide 
the greatest value ever offered by EASY. 


for Your Customers Money 


FEATURES OF THE NEW 3T9A FEATURES OF THE NEW 4T9A 


1. A special machine at a special price. 1. A new addition to the regular line—popu- 
2. Exclusive EASY Turbolator — gentler scans 
than the human hands. 2. Specially constructed aluminum Turbolator. 


3. Three-zone Washing Action—no underwash- 


3. Three-zone Washing Action. Washes . : 
ing .. . no overwashing. 


all the clothes all the time. 
4. Massive deluxe wringer with elevated guide 


4. Large white porcelain enamel tub— board which decreases size of roll entrance 


greater washing capacity. —assures automatic release of safety bar. 
5. Sturdy wringer with roll-stop and bar 5. All-white porcelain and baked EASY-namel 
release for greater safety. finish—rust-proof, chip-proof. Chrome trim. 


6.. Lifetime gear led in oil. 6. Lifetime gear case—sealed in oil. 


Easy Washing Machine Corporation, Syracuse, New York 


Please send me descriptive literature, prices and complete infor- 
mation on the two new popularly-priced EASY Models, 3T9A and 
4T9A. 


Co RPORATION de 
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Larry Quimby of John Brunner Stanley Joseph, Mgr. of the Ap- Edgar Robbins of Robbins Music Joe Waterman, Tampa, Fla., of 
Co., Oakland, Calif., spoke on hir- pliance Department of K. 


ing and training salesmen. Stout, Sacramento, Calif. 


From the South—tert to right—D. Castille, New Iberia, La.; 
Walter C. Murphy, New Orleans, La.; Oliver Radford, New Or- 
leans; J. M. Eberhardt, New Orleans; G. F. Becker, Monroe, La.; 
P. H. Ericksen, Bendix Adv. & Sales Promotion Mgr.; D. J. Scho- 
walter, Abbeville, La.; C. C. Walther, New Orleans; Louis Glueck, 
Baton Rouge; Lewis N. Willson, Baton Rouge; and H. J. Friloux, 
Norco, La. 


South East— Left to right—C. F. Sumerau, Augusta, Ga.; 
Chas. S. Martin, Bendix distributor at Athens, Ga.; and H. F. 
Papat, Athens, Ga. 
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Louis Glueck of Dalton’ J 
oO. Co., Visalia, Calif. Maas Bros. Department Store. ment Store, Baton Rouge Pp 


Bendix 


PRIZE-WINNERS ON WAT 


Mountain 
to right— Wallace White 
of Jerome, Ida.; John 
Soden, Twin Falls, Ida.; 
Capt. Van Hemert of S. S. 
Veendam; Jud Sayre, 
Glenn Earl, Salt Lake City; 
Don L. Williams, Las Vegas, 
Nev.; O. W. Hon, Boise, 
Ida. 


A lunch was tendered to 
the city officials of Havana 
on board the Veendam. Dis- 
tributors and Bendix of- 
ficials are here listening to 
a speech in Spanish which 
was repeated by an inter- 
preter. Left of the speaker 
are Jud Sayre and Com- 
mander Van Hemert. 
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IN DEALER EXPERIENCE MEETING— 
2 


Philadelphia contingent 22 strong—v. Pres. Sayre in center. You will find Jud Sayre in 


many of these group pictures made for newspaper publicity back home. 


— — Joseph Harding of Upper Darby, Leonard Haley of Ada, Okla., 
Pa., talked about home demon- spoke on dealer advertising. 
strations. 


CRUISE 


N HAVANA, MAY 18-27 


Northwest—ett to right, standing: George Stocking, Seattle; 
Arnold Smith, Tacoma; Herbert Mitchell, Seattle; Robert Zeidler, 
Kalispell, Mont.; F. J. Cater, Seattle; Harold Kelley, Portland; C. V. 
Evans, Seattle; Everett Lumblon, Gresham, Ore.; C. W. Derby, Moscow, 
Idaho; Jack Mulhern, Bellingham, Wash. Kneeling and sitting: A. H. 
Adams, Seattle; Capt. W. Van Hemert of the S. S. Veendam; J. S. 
Sayre; right, M. D. Saunders, Vancouver, B. C. 


San Francisco crowd, 
Left to right, standing—O. 
N. Rothlin of San Fran- 
cisco; and Charles Light 
of Mill Valley, Cal.;,. Eli 
Dalmon of San Rafael; 
Lloyd Wollmer, Burlin- 
game, Cal. Seated left to 
right—C. E. Dulfer, San 
Francisco; Jud Sayre, Sales 
Mgr., Bendix Home Appli- 
ances, Inc. 


Pennsylvania— Reading left to right, seated, W. W. Wagner of the 
New England—s.eatea distributorship; Jud Sayre, Sales Mgr., Bendix; W. R. Mooney of J. A. 


Mooney Co., Palmerton, Pa.; standing, left to right, Jerry McHale of 
McHale & Greco, Pittston, Pa.; W. H. Wertz, West Side Electric Co., 
Pittston; J. E. Piszezek of the Cauly Radio Co., Plymouth, Pa. 


left to right—Roy E. Hol- 
den, Cumberland Power & 
Light Co., Portland, Me.; 
Capt. Von Hemert, Jud 
Sayre. Standing left to 
right—N. A. Greenleaf, 
Boothbay Harbor; Arthur 
Libby, Cumberland Power 
& Light Co.; G. H. Thorpe, 
Central Maine Power, Lew- 
iston, Me.; H. H. Merrill, es 


fast, Me.; Alvah P. Ford, — F 


Warren Apl. Co., Bangor, 
New England— Left to right—Larry Adams, Hartford, Conn.; Stan 


Me.; J. W. Boyd, Bendix 
distributor, Portland, Me. 

Brown, Springfield, Mass.; William Mertz, Torrington, Conn.; Howard 
Wessel, New Britain, Conn. 
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AND REMEMBER ONE MORE THING, 
YOUNG MAN: EARLY IN EVERY TALK, 
YOU POINT OUT THE DULUX FINISH! 
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DULUX 


US PAT OFF. 


FINISH 
[on exterion 


HAT’S standing orders forallthesalesmen quality women want. . . and I want you to 
on my payroll. We simply can’t afford to __ tell em about it, every time. teu mar or 


overlook any bets that may help us close a “Just remember, son, that 80% of all 
sale quicker. refrigerator manufacturers today use a 
“And DULUX is one of the best little . DULUX finish. There’s a mighty good reason 


sales-clinchers there is in this business. It’s for that . . . and I want you to be sure your nee. v9. par. orn, 
the finish women have dreamed of for years. Prospects know it! J know that DULUX helps 


It’s a white finish that stays white with min- sell refrigerators faster.” Dh Wprlern 


imum effort of cleaning. It is resistant to the Feature DULUX in your selling! 17 PAYS! ; 
hard wear of daily service—chipping, crack- _E. I. du Pont de Nemours & Co., Inc., Fin- ’ Finish 
ing and grease. It’s the finish with every — ishes Division, Wilmington, Delaware. 
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DISINGS 


FITTING ROOM FOR LAMPS 


HE old story tells of the man 

purchasing lace handkerchiefs for 
a lady friend who surprised the sales- 
lady by asking for a fitting room. 
When asked why he wanted a fitting 
room for handkerchiefs, he said that, 
owing to the price, he wanted it to 
have a fit in. It is the store’s repre- 
sentative at The Broadway depart- 
ment store of Los Angeles who sug- 
gests to the customer in the lamp de- 
partment that a fitting room is the 
proper place to make the selection of 
the desired home illumination. And 
the customer is not surprised, because 
the room is prominently labeled with 
an illuminated sign which has prob- 
ably aroused her curiosity before this 
point in the sale. 

Once in the fitting room, the cus- 
tomer is fitted with a lamp to meet 
her needs, just as in other fitting 
rooms she is provided with the clothes 
or glasses which she requires. 

The room 10x12 in dimensions is 
small from the standpoint of depart- 
ment store spaces, but gives the proper 
illusion of home intimacy. It is fur- 
nished like a sitting room, with attrac- 
tive furniture and pictures on the walls. 

The customer is seated at a table 
in a comfortable chair. On the table 
there is a light meter. Normally there 
are about four lamps in the room. The 
number is kept small so as not to 
confuse the selection and also to keep 
the atmosphere as much as possible 
like that of a home. 

The sales person describes the use 
of the meter and demonstrates the 
principle of light diffusion by moving 
the meter from place to place. The 


HALF-AND- 
HALF HOUSE 


Home modernization 
was dramatized in a 
single dwelling. 


HEN the electrical industry 
wants to show the full advan- 
tages of a remodeling job, it takes a 
photograph of the old kitchen and 
displays it alongside of the new up-to- 
date job. In Spokane, Washington, 
they did better than that. For they 
showed the original old set-up just 
is it was alongside the new. The 
exhibit, which was presented in the 
interests of home modernization, was 
ypened to the public as the Half-and- 
Half House and over 4,000 visitors 
‘ame to inspect the curiosity. 
The house, which was 28 years old, 


with a “Fitting” in progress within. 


Light meters are used, of course, when a lamp "fitting" is in 
progress as shown in picture at the right. 


customer learns that she may easily 
be mistaken as to the amount of light 
a lamp is providing for reading pur- 
poses or in general illumination. 
Results from the use of the fitting 
room have been eminently satisfactory, 
according to A. H. Randall, manager 
of the department. The time required 
to complete a sale has been cut almost 
in two. This is credited to the quiet 


of the room which is removed from 
the confusion of floor traffic, to the 
fact that the customer is not confused 


was well constructed for its era, but 
its maintenance had been neglected 
and it was obviously in need of re- 
touching. The present owner offered 
the construction and industry commit- 
tee of the Spokane chamber of com- 
merce the opportunity to demonstrate 
the benefits of remodeling on his 
‘building. At first it was planned to 
demonstrate only a partial new paint 
job, but later the idea grew until it 
developed to a complete half-and-half 
project throughout the house. 
One-half the outside was remodeled 
by replacing overhanging eaves by a 
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Here is the entrance to the Broadway Lamp Fitting Room 


with too many models from which to 
choose and also because there are 
logical illumination facts provided 
which furnish a reason for making the 
selection. In other words, the lamp 
is “fitted” and the customer recog- 
nizes that her needs have really been 
met. 

The cost of the room is small, par- 
ticularly as the furnishings come from 
other departments of the store and 
are also for sale. It has been inter- 
esting to find that customers, pleased 


boxed cornice and removing an up- 
stairs porch which shut out the light. 
The new portion was painted white 
with red shingles. New garage doors 
were put in and half the wall was 
given a coat of cement paint. 
Inside a similar metamorphosis told 
the story. Half of each room was 
done over with new paint, new wall 
paper and refinished floor. This half 
was roped off, the public using the 
old portion as a passageway. In the 
living room the ceiling beams were 
removed over half the area and an 
old fashioned leaded glass bookcase 
was replaced by a Cape Cod window. 
The fireplace mantle was simplified 
and done over. New lighting fixtures 
were installed. In the dining room, 
half of the dark wooden wainscoating 
was torn out and half of a jigsaw 
designed cabinet gave way to a 
modern window. A modern light- 
ing fixture hung alongside the old 
one. Of the four bedrooms upstairs 
two were remodeled and two left in 
their original state, with cracked 
plaster, lopsided lighting fixtures with 
pull chain switches and no conveni- 
ence outlets. Woodwork was dark. 


with the effect of the room under 
the chosen illumination, not  infre- 
quently make inquiries as to the pur- 
chase of other fittings. A number 
of furniture sales have been made. 

Most satisfactory of all is the fact 
that the customer has been sold eye 
comfort as well as a lamp, with the 
result that she is more thoroughly 
satisfied with her purchase and is 
therefore a better prospect for future 
sales. 


And that’s accomplishing a lot. 


In the modern rooms fresh wallpaper 
and ivory painted woodwork furnished 
an appropriate background for modern 
fixtures and four convenience outlets. 

Bathroom and kitchen were com- 
pletely modernized, the old bath fix- 
tures being shown in one of the 
vacant unfinished bedrooms by way of 
contrast. A photograph of the former 
kitchen showed how it had looked be- 
fore the change. The new kitchen 
was all-electric and designed for step- 
saving, with new built-in cabinets, 
linoleum, sink and paper. Range, re- 
frigerator, clock and exhaust fan were 
electrical. Lights were installed under 
the cabinets and a flush light was 
provided over the sink. A plug-in 
strip over tables suggested use of other 
electrical appliances. This was the 
most popular room in the house. In 
the bathroom, lumiline sidelights by 
the shaving mirror, outlet and built-in 
electric heater matched the thoroughly 


modern plumbing fixtures. To attract 
the public to the exhibit at night, four 
floodlights were used. At the close of 
the exhibit the owner completed the 
modernization of the house, paying 


only for the labor involved. 
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WHITE 


HIS 1939 Speed Queen all-white line is out to smash quotas 

and set new sales records. Each model is styled, featured and 

priced for results. Each model performs a specific job in Speed 
Queen’s unique scheme of retail merchandising. 


SPACE 


American 


Furniture Mart} 
CHICAGO, JUNE 5-17 3°. 


The conventional design Model “M,” for example, gives you a 
“strong arm” in any field of low price competition. The Model “‘O,” 
next in line, is a double wall, bowl-shaped tub unit priced to make 
a sales-pulling, profit leader—without getting into a low-end price 
bracket. The Model “F,” at $10 higher, and the “B” at $20 higher, 
are equipped with features to do an outstanding job of step-up 
selling. The top number Model “A” is the only washer with a 
STAINLESS STEEL TUB and gives you a dominating advantage in 
the top quality field—at prices $20 to $40 less than competition. 


Here then, is complete merchandising flexibility. No other line is so 
well balanced for all types of promotional selling, trade-in offers, 
or combination deals. No other line is so well adapted for stepping- 
up each sale into the highest possible profit bracket! 


Speed Queen, in other words, gives you the necessary merchandising 
punch ... and the wide range of consumer appeal . . 
appliance department alive with activity . 
energetic . 


. to keep your 
- your sales force 
. . and your profits up where you want them. 


GARMENT IRONER—a 
IRONER LINE includes small, inexpensive The REFRIGERATOR 


model ironer that opens LINE includes 6 models 


4 models— one with 7” 
roll .. . two with 2-speed 
control . . . three with 
cabinet top and one 
without. All have dual 
thermostat control, and 
all are finished in white. 
Popular price range. 


up a new, apartment-and- 
small-home market. It is 
a substantial, full-fledged 
ironer on ~hich VERY- 
THING garments 


—2 “standard” jobs in 
4 ft. and 6 ft.—2 “deluxe” 
units in 6 ft. and 8 ft.— 


‘and 2 “super deluxe” 
units in 6 ft. and 8 ft. 


both having a new Twin 
Freezer Combination and 

Hydrator Unit. 


MANUPACTURING EXPERIENCE 
Speed Queen is backed ty 
of manufacturing experience. mat 


pos: our dealers to handle all three Spec. 
prott every year since 1927, Queen lines. 
Pe Queen offers complete FLOO! 
NATIONAL DISTRIBUTION and FINANCE PLANS. 
Over 5000 progressive dealers. 


Seeed Queen offers FULL an: 
ROUNDED-Ofl/T PROGRAM O' 
4 39 WAREHOUSE SHIPPING POINTS DEALER SALES PROMQTIONA: 
HELPS, 


Queen policies: are NOT pict, 
TORIAL—we believe a dealer has 
right to run his own business ar 3 
sees Gt. 


Queen enjoys STRONG DEALE. 

LOYALTY—huncdreds of our deale 

been with for 10, 20, eve 
30 years. 


Lxecept m a few distant territories — 


MERCHANDISING FLEXIBILITY 
Speed Queen products are distrib- 
uted from factory Cireet to dealer, 


No other line is so well balanced te 
WASHERS ARE, PRICED Queen considers its DEALER O! 


answer every merchandising purpose 
‘DEAL sell for leas money—yet offer the GANIZATION its Most Val 
dealer a better-than- average profit, treats it Mas Nabe! 


—to fit every communtiy, 


PACT ‘ORY DIRECT TO DEALER 


| 
- | |) = 
Visit 
nan} 
jure 
Miss 
| pany 
| 
"=. A. ] 
trac 
wit 
| sota 
| wir 
a Oe 5 a. Ot 
sold in combination with a - 
Speed Queen washer for ele 
less than most washers Mi 
the 
SUMER SAVING 
| Queen washers is approx 
loc 
ciz 
P< 
: an 
er 
pe 
th 
i at 
ce 
H 
| C 
| R 
| Si 
| 
| 


in 
Mart 


E 5-17 


pprox: 


PEOPLE 


PRODUCTS 


- PLANS 


Electrical Merchandising Review of the Menth 


June, 1939 


MINNESOTA DEALERS 
DISCUSS PROBLEMS 


WINONA, MINN.—Current problems 
f the electrical contractor and dealer 
were discussed here recently during a 
meeting of more than 50 executives rep- 
resenting firms in Southeastern Minne- 
sota and Southwestern Wisconsin. What 
was said to be the most pressing or seri- 
ous situation was that in which the lack 
of technical knowledge displayed by 
many contractors especially tends to in- 
jure not only them but their phase of the 
industry as a whole, according to W. W. 
Tolleson, commercial manager of the 
Mississippi Valley Public Service com- 
pany, in Winona. 

Other problems, as outlined by William 
A. Ritt of Minneapolis, secretary-mana- 
ger of the Minnesota Electrical Council 
and of the North Central Associated 
Electrical Industries of that city, which 
organizations had sponsored the meeting, 
second of its kind in two years, were: 
adequate wiring and_ store lighting. 
Among the questions presented by Mr. 
Ritt were: how does this national prob- 
lem build business for the electrical con- 
tractor? what standards of house wiring 
will be set for the program in Minne- 
sota? how can you secure an adequate 
wiring certificate for a job which meets 
the standard? what cooperation can you 
develop with the owner, the architect and 
the utility company? The industry is 
spending thousands to develop adequate 
wiring prospect;—are you prepared? 

The salients of the discussion concern- 
ing store lighting, under the leadership 
of Thomas Roche of Albert Lea, Minn., 
were: light helps to sell merchandise; 
that’s why there are jobs waiting for 
electrical contractors in every town in 
Minnesota. A new committee has been 
appointed to help contractors with light- 
ing plans and specifications. Charles 
Turner of Fairbault, Minn., representing 
the state board of electrical inspection, 
also spoke as did W. C. Stephenson of 
Minneapolis, field: representative of the 
Modern Kitchen Bureau of New York 
City. 

Leo Kemp and Mr. Tolleson were the 
local committee for the meeting. 

Directors of the North Central Asso- 
ciated Electrical Industries are: utilities, 
C. S. Kennedy, vice president Ottertail 
Power company of Fergus Falls, Minn., 
and H. E. Young, vice president North- 
ern States Power company of Minne- 
apolis, Minn; contractor-dealers: F. T. 
Langford of the Langford Electric com- 
pany and William A. Ritt, secretary of 
the association, both of Minneapolis; 
manufacturers: C. J. Piemeisl of the 
Hamilton Beach company, Saint Paul, 
and M. C. Balch of the Balch Sales 
company of Minneapolis; dealers: D. E. 
Billman of the Billman Furniture and 
Hardware company of Minneapolis, and 
C. J. Christopher, manager Minnesota 
Retail Hardware association, and whole- 
salers: D. E. Ford, vice president of the 
Northland Electric Supply company of 
Minneapolis and L. G. Mample, district 
manager, General Electrical Supply com- 
pany of Saint Paul, Minn. 
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ATLANTA DEALERS TOSS OUT 
ALLOWANCES ON REFRIGERATORS 


ATLANTA, GA.—That the time has 
come, as the walrus said, to eliminate 
allowances on old ice boxes in the pur- 
chase of electric refrigerators, is the 
opinion of the Atlanta (Ga.) Electric 
Association. Following is the agreement 
the principal dealers of the city are sign- 
ing up, according to A. E. Foster, of 
Cable’s, president of the association. 


AGREEMENT 


Effective March 1, 1939, and extending 
through February 29, 1940, we, the under- 
signed, in consideration of our mutual 
promises one to the other, hereby agree to 


abide by the following rules and regula- 
tions in connection with the sale of elec- 
trical refrigerators in Atlanta and vicinity. 


1. No ice box allowance will be made on 
any electric refrigerator. 

2. Trade-ins on used electrical refrigera- 
tors shall be limited to an allowance that 
will enable the dealer to take his regular 
mark-up upon reconditioning and selling 
the refrigerator traded-in. 

3. Minimum terms and carrying charges 
shall be those in effect under the E. H. & 
F. A. Plan, with the exception that re- 
frigerators may be sold with a down pay- 
ment as low as $5.00. Refrigerators sold 
on terms of 60 days shall be considered 
cash sales. 

4. Salesmen shall be forbidden to split 
commissions with their customers. 

5. No premiums or extra equipment shall 
be given to the customer as an inducement 
to purchase an electrical refrigerator, un- 
less the manufacturer is putting on a 
sales promotion campaign involving the use 
of premiums which campaign is open to 
all dealers handling that make of refrigera- 
tor. This does not apply to the giving of 
prizes for furnishing the names of pros- 
pects. 


6. Except in those cases where factory 
policy on replacement parts provide other- 
wise, a service charge shall be made for 
each call after the refrigerator has been 
out one year or more; minimum charge for 
such service calls to be $1.50. 

7. Each customer shall be given a clear 
understanding at the time of purchasing 
an electrical refrigerator of the exact mean- 
ing of the long term guarantees which the 
manufacturers have in effect. 

8. This agreement shall be null and void 
uuless signed by all electrical refrigerator 
dealers and distributors in the Atlanta ter- 
ritory. It may also be voided or changed 
at any time by a two-thirds vote of those 
signing it. 

9. Dealers having old customers on their 
books with satisfactory credit experience 
may sell an additional appliance to such 
customers without down payment. 


Hobart Expanding Factory 


TROY, OHIO—Plans for the enlarge- 
ment of the manufacturing facilities of 
The Hobart Manufacturing Co., through 
the construction of two additions to the 
main plant at Troy, Ohio, have been 
announced by President John M. Spencer. 

The two buildings will have a total 
area of 60,000 square feet. They will 
be constructed by The Austin Company, 
Cleveland, designers and builders of in- 
dustrial structures. Operations will begin 
. once and will be completed within 90 

ys. 


Welcome to Kelvinator 


George M. Armstrong (center), who has just been appointed engineer in charge 
of Kelvinator's expanding electric range activities, is here being welcomed to 
his new post by Harry M. Parsons (left), sales manager of the company's electric 
range and electric water heater section, and L. A. Philipp (right), Kelvinator's 


chief engineer. 
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K. C. STOKER 
CAMPAIGN GETTING 
RESULTS 


KANSAS CITY—A surprising state 
of metamorphosis is taking place in Kan- 
sas City, formerly a town which was 
labeled by the stoker industry as the No. 
1. poor stoker market in the United 
States, A. R. Stock, sales manager of 
the Sinclair Coal Company, told the 
Northwestern Retail Coal Dealers Asso- 
ciation at Minneapolis, May 26. 

Just a few days ago one Kansas City 
distributor purchased a carload of stokers 
based on present prospects, when he 
formerly ordered a few at a time, he said. 

To explain what had taken place, Mr. 
Stock reviewed some history. After 
Kansas City got both the coal and the 
stokers that would do the work the town 
should have gone ahead, Mr. Stock 
pointed out. “But did we? No, we did 
not. Was it gas, oil, or what, holding 
up stoker sales?” Lack of merchandising 
was the stumbling block. 

“Now look,” he said. “I refer to a 
plan originated for Kansas City coal 
operating companies working in conjunc- 
tion with one of the leading power and 
light utilities of the country. Customers 
of this company may purchase on their 
electric service bill automatic coal stok- 
ers on as easy a payment plan as it would 
buy an electric range or refrigerator. 
This is not said to advertise either the 
power company nor the stoker people, 
but rather to indicate a new and revolu- 
tionary sales method to promote the use 
of coal, which had its beginning here and 
is winning widespread praise.” Mr. 
Stock referred to the intertwined cam- 
paign of the Kansas City Power and 
Light Company, the Bituminous Coal 
Utilization Committee, First Bank Credit 
Corporation and the Electrical Associa- 
tion of Kansas City. Enlisting specialty 
salesmen behind the stokers on a basis 
which assured them of legitimate profit 
has turned the trick in Kansas City, Mr. 
Stock inferred. 


Utility Air Conditioning Show In Chicago 


CHICAGO—Package type cooling 
units and attic fans held the center of 
the stage at the Air Conditioning and 
Ventilating Exposition held by the Com- 
monwealth Edison Company at its assem- 
bly hall, June 1-10. Some 25 manufac- 
turers trotted out their latest models and 
there were popular demonstrations of the 
seven phases of complete air conditioning. 


New Agency for Packard Lektro-Shaver 


NEW YORK—C. H. Lesser, Presi- 
dent of Fairfield Manufacturing Corp., 
New York, announces the appointment of 
Samuel G. Krivit Company as their ad- 
vertising agency. An intensive drive on 
their products, the Packard Lektro-Shaver 
and the new Packard Roto-Shaver will 
begin immediately. 
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DELCO-HEAT SALES 


RETURN TO ROCHESTER | 


ROCHESTER, N. Y. — Effective 
April 15th, sale of all Delco-Heat Pro- 
ducts was again placed under the man- 
agement of the Delco Appliance Division, 
General Motors Sales Corporation, 
Rochester, N. Y., after having been 
handled through the Delco Frigidaire 
Conditioning Division, Dayton, Ohio, 
since January 1, 1936. The physical 
shift over to Rochester is now completed 

The return to Rochester was made, 
according to Mr. E. A. Halbleib, general 
manager of the Delco Appliance Di- 
vision, in order to secure the close 
coordination between engineering, pro- 
duction, and sales that is so effectual 
during these fast-moving times, and to 
provide a factory sales organization 
whose sole concern will be automatic 


heating, since automatic heating is a 
year-around business. 

Heading the new sales organization is 
Mr. C. E. Lewis, formerly sales manager 


for Delco-Frigidaire. Mr. Lewis has 
for a number of years been a well-known 
figure in the automatic heating and air 
conditioning business. Advertising and 
sales promotion is under the direction of 


O. E. Wolf, who formerly occupied the 
same position with Delco-Frigidaire. 
George Johnson, for many years, serv- 


ice manager of Delco Appliance Division, 
will be service manager on Delco-Heat. 

All Delco-Heat engineering and pro- 
duct development will continue under the 
direction of W. H. Hutchins. 


SPEED QUEEN HOLD 
SALES CONFERENCES 


RIPON, WIS.—Sales executives rep- 


resenting every state in the Union met 
with factory officials of the Barlow & 
Seelig Mfg. Co., Ripon, Wisconsin, 


manufacturers of 
and ironers, 


Speed Queen washers 
in a series Of group conter- 


ences, R. I. Petrie, president of the com- 
pany, V. F. Hannon, sales manager, and 
M. A. Toussaint, advertising and sales 


promotion manager, conducted the con- 
ferences, which were held in Ripon, St. 
Paul, Kansas City, Fort Wayne, and 
Pittsburgh. Over 40 direct representa- 
tives of the company participated. 

New approaches to the promotion of 
the Speed Queen sales story were dis- 
cussed, along with the planning of new 
promotional activities and an analysis of 
coverage and dealer activities in the 5000 
communities in which the Speed Queen 
has representation. Among other prob- 
lems discussed was a new approach to 
ironer volume. 


WESTINGHOUSE SHOWS 53 
PER CENT GAIN FOR 
QUARTER 


MANSFIELD, OHIO—A gain of 53 
per cent in business for the first quarter 
of 1939 was reported for the Westing- 
house Merchandising Division, Mansfield, 
Ohio, in a recent announcement by Frank 
B. Williams, Jr., vice-president in charge 
of the division. 

“Indications are that the upward trend 
will continue throughout the year,” Mr. 
Williams said. “A slight recession may 
be noted for the summer months, but 
we believe total business for 1939 will 
be well ahead of last year’s figures.” 

Several products manufactured by the 
division exceeded by more than 100 per 
cent the sales recorded for the first three 
months of 1938, the report revealed. 


Porcelain Enamel Forum Oct. 


The Fourth 


Porcelain Enamel 


18-20 


Forum of the 
Institute will be held 
at Ohio State University, Columbus, on 
October 18, 19, and 20, according to an 
announcement by Frank E. Hodek, Ir., 
General Porcelain Enameling & Mfg. Co., 
Chairman of the Forum Committee. 


Annual 
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WESTINGHOUSE LAMP DIVISION 


HOST TO 200 WHOLESALERS 


NEW YORK—More 
tives in the 
ness attended a two-day conference 
18-19, sponsored by the 
Lamp Division 
jobbers. 
months 
awarded 


than 200 
electrical wholesaling busi- 


execu- 


May 
Westinghouse 
for its wholesale lamp 
The conference climaxed a six 
contest in which the company 
prizes to wholesalers in six 


districts who obtained the greatest 
amount of lamp business, and to each 
leading jobber salesman. Approximately 


one million dollars in new lamp business 
was obtained by Westinghouse whole- 
salers during the contest, conducted by 


A. E. Snyder, sales manager for the 
lamp division. 
The first day of the meeting, held at 


the Division's Bloomfield, N. J., works 
was high-lighted by surveys of the op- 
portunities awaiting the electrical whole- 
saler in the lamp business within the 
next few years. 


Mr. D. S. Youngholm, vice-president 


of the Westinghouse Company, in wel- 
coming the guests asserted that this 
country stands today on the threshold 


of a new and astonishing era in lighting. 
He pointed out that the American public 
today uses 50 times as much light annu- 
ally as it did 35 years ago, consumes 
almost half a billion lamps, and uses 30 


billion kilowatt-hours of electrical Tey 
for which public utilities receive a Bithign® & * LOWER RIGHT 


Still the use of light is only five pert.| 


dollars in revenue. 
cent as great as it should be for ade- 
quate seeing, and to meet the needs of 
the human eye. 
Mr. Youngholm ulti- 


predicted that 


mately the total use of lamps and the 
consequent increase in utility lighting 
loads will be increased threefold, and 
charged electrical dealers with the re- 


sponsibility of making the most effective 
use of the stream of new and constantly 
better 


light sources emanating from 
research laboratories. 
Mr. O. P. Cleaver, of the Westing- 


house Lamp Division’s commercial engi- 
neering department, pointed to 1938 as 
the most productive year in all history, 
so far as new lamp developments are 
concerned. He cited as probably the 
most important development, the fluores- 
cent lamp, which has found wide appli- 
cation in decorative commercial ligtting 
and is beginning to find acceptance in 
industrial lighting. 

Speaking as a scientist, Dr. H. C. 
Rentschler, director of the Westinghouse 


Wholesalers See Lamps Made 


UPPER LEFT 


Pictured, left to rigut, are N. C. Catlett and G. W. Mitchell, Charleston Elec- 
trical Supply, Charleston, W. Va.; E. Perez, Bangert Electrical Co., Jamaica, N. Y.; 
Leo Siegel, Hobb Electrical Supply Co., New York, N. Y.; Sam L. Hall, Electrical 
Supply Distributors, San Diego, Calif.; Sam Kuslansky, Kuslansky Electrical Supply 
Co., Brooklyn, N. Y.; J. D. Hall, Westinghouse Lamp Division, Bloomfield, and 
H. Kuslansky, Kuslansky Electrical Supply Co. 


UPPER RIGHT 


Photographed at the Bloomfield, N. J., works of the Westinghouse Lamp Divi- 
sion during a two-day conference of 200 electrical wholesalers May 18-19 where 
Dr. H. C. Rentschler, director of research Westinghouse Lamp; D. S. Youngholm, 
vice-president, Westinghouse Electric & Manufacturing Company; and A. J. 
Miller Westinghouse Electric Supply Company, New York. 


LOWER LEFT 


N. J. Crooker, of The Crooker Company, Providence, R. 


trical Supply Co., Asbury Park, N. J.; 


l.; J. Rale, Rale Elec- 


. Rubenstein, Service Sales, Inc., Newark; 


A. Spivak, Spivak Electrical Supply Co., Paterson, N. J.; S. Gartenlaub, Service 
Sales, Inc.; O. R. Wollentin, Westinghouse Lamp Division, Bloomfield; Al Spivak, 


Spivak Electrical Supply Co. 


+k Milton Block of the Monarch Electrical Supply Co., Newark, N. J., and H. D. 
:° “'Nadden, manager of lamp manufacturing for the Lamp Division. 


lamp research laboratories, showed that 
the present incandescent lamp, although 
vastly superior to the lamps of 30 years 
ago, still is only one-tenth as efficient as 
the physicists’ practical ideal. He pre- 
dicted some surprising improvements, 
particularly in fluorescent and vapor 
lamps, showing that while the public is 
just beginning to learn the proper use of 
the lighting tools now available, research 
technicians are striving to produce even 
better light sources. 

Activities of the second day of the 
meeting were centered in the Westing- 
house building at the New York World's 
fair, where specially conducted tours 
were arranged and engineers who worked 
on the design and installation of lighting 
equipment at the Fair explained the de- 
tails and outstanding features of lighting 
the “World of Tomorrow.” 
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Chicago Range Owners Get 
New Deal for Moving Day 


CHICAGO—Cost of reinstalling elec- 
tric ranges and water heaters for cus- 
tomers who move within two years from 
the date of the original installation wil! 
be paid for by Commonwealth Edison Co 
according to a new policy announcement 
made May 15. Naturally the custome 
has to go to a new address served by 
Commonwealth Edison Co. in order to |! 
on their lines. 

With approximately 85 per cent o! 
Chicago’s home owners renting this obv: 
ously means a much greater market fo 
range and water heater sales in Chicag: 
R. E. Bard, manager, dealer cooperatio: 
department, announces. 
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California College Students 
Trained for Appliance Salesmen 


Mr. Eugene C. Adams (standing at extreme left) of The Electrical Development 
League, and Mr. J. J. Stigman (standing at extreme right) of the Los Angeles 
Bureau of Power and Light, instruct Los Angeles City College students in the 


art of electric cookery. 


LOS ANGELES—Representing a brand 
new method in obtaining young men to 
enter the field of electric appliance mer- 
chandising, is the cooperative class re- 
cently established by The Electrical 
Development League of Southern Cali- 
fornia. 

Seven young men from the Los Ange- 
les City College have been selected to go 
through a five months intensive training 
course designed to equip them practically 
as salesmen of all the major electric 
appliances. 

These young men will receive college 
credit for the work. In addition, they 


NEW ance 


will be required to take related subjects 
as part of their academic curriculum. 
These young men will be placed part 
time in various jobs within the industry 
so as to enable them to receive both 
theoretical and practical training. 

The Plan is unique in that it repre- 
sents the first time that any. industry has 
gone into the schools and outlined its 
own program toward the education of its 
potential future salesmen. 

Mr. Eugene C. Adams of The Elec- 


‘trical Development League and Mr. J. J 


Stigman of the Los Angeles Bureau of 
Power and Light instruct the class. 


Seated (left to right): J. J. Stigman, Los Angeles Bureau of Power and Light; 
C. O. Broders, teacher-coordinator of George Deen Act, Los Angeles City 
Schools; Wm. R. Blackler, researcher and teacher trainer, Distributive Occupa- 
tions, State Department of Education; Miss Victoria McAlmon, placement co- 
ordinator, Los Angeles City College; F. L. Hockensmith, general manager of The 
Electrical Development League; Z. H. LaPrade, Los Angeles Bureau of Power 
and Light; Graham Holabird, president, Electrical Development League, and 
Mrs. Fay Newsome, home economist, Los Angeles Bureau of Power and Light. 
Standing, at extreme left, Eugene C. Adams, coordinator of student activities, 


Electrical Development League of Southern California. 


The others shown, stand- 


ing, are Los Angeles City College students. 


Four S-W Radio Meetings 


CHICAGO—Changes in the dates of 
the four sectional Stewart-Warner radio 
distributors’ conventions have been an- 
nounced by L. L. Kelsey, Radio sales 
manager for the Stewart-Warner Cor- 
poration. The conventions, originally 
slated for the first two weeks in June, 
are now scheduled as follows: 

(Edgewater Beach Hotel) 

ine 19, 


ELECTRICAL MERCHANDISING—JUNE, 


New 
June 22. 
Dallas (Adolphus Hotel) June 26. 
San Francisco (St. Francis Hotel) 

June 28. 

The four conventions will follow the 
same general program as first announced. 
Showing of advance models of the 
Stewart-Warner 1940 radio line, and dis- 
cussion of a new Stewart-Warner radio 
sales policy, will highlight each gathering 
in the four cities. 


York (Park Central Hotel) 
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OREGON COMMISSION BARS 
OFF-PEAK WATER HEATERS 


PORTLAND, ORE.—After a year of 
hearings, the Oregon Public Utilities 
Commission has ruled that off-peak and 
similar controls of water heating are in- 
admissable under present conditions. 

Their order directs the Portland Gen- 
eral Electric Company to permit use on 
its system of single-unit, 3,000-watt elec- 
tric water heaters of standard factory 
make, either of the immersion or circu- 
lating type. Service must be: furnished 
this type of heater or two-unit heaters of 
standard factory make, without loading or 
control devices of any kind until there is 
demonstrated to the commission the need 
for such control. 
state are also ordered to demonstrate to 
the commission within the year the neces- 
sity for continued maintenance of such 
control. 

The Oregon further 
load limiters to be unnecessary and 
directs utilities to survey regulations 
having to do with installation and in- 
sulation of water heating tanks and pipes, 
tempering tanks, furnace coils and other | 
details of installation, with a view to | 


declares peak 


Other utilities in the | 


lessening unnecessary installation costs. 
The aim is to cause the least possible 
burden of cost consistent with efficient 
performance. 

Findings of the commission during the 
investigation established that load limiting 
relays or peak-load limiters, which bal- 
anced ranges against water heaters, under 
conditions of normal diversity failed to 
reduce the transformer, feeder or system 
demand in an amount sufficient to justify 
the cost of their installation. The com- 
mission favored restricting their use to 
such installations where the value of the 
appliance could be actually demonstrated 
in practice. 

Evidence presented during the hearing 
| indicated that the cost of control equip- 
ment to the utility was about $28 per 
installation, while the present difference 
between the cost of standard 2-unit heat- 
ers as compared with single-unit 3,000- 
watt heaters of standard — is from $20 
to $40. In other words, the single-unit 
| type of heater can be installed at from 
$48 to $68 less than the type hitherto 
required. 


Duo-Therm Convenes at Lansing 


Pointing towards bigger and better 
things in the oil space heater industry, 
Duo-Therm Division, Motor-Wheel Corp., 
held a convention at Lansing, Mich., re- 
cently, introduced their new ‘'Power- 
Air" heater to the trade. Above: Frank 
Mills, sales manager; Carl Egeler, ad- 
vertising manager and W. F. Cotes, 
vice-president in charge of the division. 
At right, J. F. Reeder of Young & Rubi- 
cam, ad counsel, tells the promotion 
story and below Mr. Cotes in action. 
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PORCELAIN 
ENAMEL | 


OF A SALESMAN 


From the moment you start stocking appliances 
porcelain enameled on ARMCO Ingot Iron, you 
enlist the services of a star salesman. He doesn’t 
ask for salary, commission or bonuses, but he 
stays on the job all the time, wherever your prod- 
ucts are on display. 

This salesman is the Armco label. Twenty-five 
years of national advertising have given the public 
the same confidence in the Armco label that they 
have in the ‘‘Sterling’’ hall-mark on fine silver. 
This public confidence works for you always. 

The next time you order products of porcelain 
enamel, insist that the base metal be ARMCO 
Ingot lron—be sure that the Armco label is on the 
product. Then show this familiar sign of quality 
to your customers, and watch this star salesman 
make money for you. 

The American Rolling Mill Company, 1381 
Curtis Street, Middletown, Ohio. 

INGOT 
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The office staff of Ochiltree Electric, Pittsburgh, lined up for their picture on 
the occasion of the opening of their new and expanded quarters 


OCHILTREE OPENS 
NEW HEADQUARTERS 


PITTSBURGH—Officials of the Gen- 
eral Electric Company and the Pennsyl- 
vania Railroad, together with several 
representative Pittsburgh business men, 
assisted W. H. Ochiltree, veteran Gen- 
eral Electric appliance distributor, in the 
formal opening of his new quarters on 
May 4. The event, consisting of spon- 
sored tours of inspection and a special 
broadcast over Station KDKA, was 
climaxed by luncheon at the Duquesne 
Club, with Mr. Ochiltree as host. 

Designed as a truly “streamlined” dis- 
tributorship, the new location offers 
distributior and display facilities unique 
in the E- \ctual moving of the effects 
of the UG .ultree Electric Co. took place 
on April 21, and on the following morn- 
ing everything was in working order, 
including the telephones on all desks. 
At 10 o'clock on the evening of the mov- 
ing, all of the assisting employees paused 
for a lunch that was served in the 
newly installed kitchen. 

Ochiltree Electric had been in head- 
quarters on Liberty Avenue in Pittsburgh 
since 1920. The organization assumed 
distribution of General Electric refrig- 
erators in 1925, adding other products 
gradually, and expanding from the status 
of a distributor for a single county to 
the present territory, covering western 
Pennsylvania, eastern Ohio, and the 
northern part of West Virginia. 

The new quarters are in a _ recon- 
structed building situated in the Du- 
quesne freight yards at 101 Penn Ave., 
Pittsburgh. The location is ideally situ- 
ated for wholesale distribution, since 
it is on the edge of the city, but close 
to the Golden Triangle. Plenty of park- 
ing space is available for dealers who 
pick up merchandise. The latter can 
have their trucks loaded without sending 
them through the heavy traffic of the 
city proper. A total of 38,000 square 
feet of space is occupied by the distribu- 
torship, actually in two long buildings 
between which runs a spur track. The 
furthest structure is used for warehous- 
ing and storage, while that closest to 
Penn Avenue houses offices, display 
rooms, and service centers. The ship- 
ping and _ receiving facilities, parts, 
service, and reconditioning rooms are 
separated into complete units which do 
not conflict with each other. Equipment 
is provided for refinishing refrigerators 
as well as for mechanical service. A 
special radio service room, with its own 
entrance, is completely equipped with 
testing apparatus. A single section is 
devoted to storage and handling of sales 
promotion material and displays—items 
which in many instances are rendered 


J. Houserman of Ochiltree Electric shows 

the new plant to R. J. Cordiner, man- 

ager, G-E appliance and merchandise 
department 


ineffective through lack of handling 
facilities. 

The display room for the distributor- 
ship is 180 feet long, and contains ample 
space for the display of all appliances, 
from vacuum cleaners to complete kit- 
chens and the numerous and bulky com- 
mercial refrigeration products. Lighting 
was specially planned for the display and 
stock rooms, that in the latter featuring 
daylight fluorescent tubes. 


BAY STATE ASKS 
AUCTION ON "PULLS" 


Changes in the Massachusetts law on 
installment selling have been proposed in 
a bill before the Massachusetts legisla- 
ture which would give installment buyers 
the privilege of demanding public auc- 
tions on merchandise taken from them due 
to their failure to meet payments. The 
proposed law permits the vendee who has 
paid 50 per cent or more of the contract 
price (or $500 or more) to demand a 
public auction of the merchandise and 
proceeds to be applied against the un- 
paid balance. If proceeds do not mect 
expenses of the balance the vendor may 
recover the deficiency from the vendee. 
This proposal lowers the present stats 
from 75 per cent to 50 per cent of te 
contract price. 
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NEW BOOK ON 
DISPLAY IDEAS 


Features Low-Cost Window, 
Store Displays 


NEW YORK—“Display Ideas,” a new 
semi-annual publication, is announced by 
Reeder-Morton Publications, Inc., 175 
Fifth aes New York, at a subscription 

price of $2.00 per annum. Dates of issue 
are May ‘and November. The first one 
contains fifty designs by James Kiley, one 
oi the country’s best-known practical 
jesigners of smart but simply constructed 
low-cost window and interior store dis- 
plays. 

Each design is so drawn that it may 
be enlarged to any size by standard blow- 
up methods. The majority are made 
with wallboard, lamiluxe, metal foil pa- 
pers, cellophane fringe and other standard 
display materials, easily obtained through- 
out the country. Faces, hands and other 
features requiring artistic ability are so 
laid out that any displayman or sign 
painter may readily follow through and 
produce a first-class job. Full working 
details, copy suggestions and _ color 
schemes are provided. 

The fifty drawings in the May number 
are largely suitable for small appliances, 
as platforms, illuminated nitches and 
other forms of support for merchandise 
are plentifully provided. Further, with 
or without adaptation, many of the de- 
signs appear to make smart backgrounds 
for the larger appliances. Fall Sales, 
Hal-O-Ween, Thanksgiving and Christ- 
mas drives are featured in the current 
number. 

Kiley made all the fifty designs without 
regard to Action. However, animation 
experts have made suggestions and dia- 
grams to show how about one-half of 
them may be animated, if desired, by 
any one of the many little animating 
gadgets on the market, or by fans, light- 
ing devices and turntables. 

“Display Ideas” strikes us as being 
not only a source of ideas by which 
to snap up sales, but also as a money 
saver. In this book a dealer, who has 
his displays made by display shops, is 
in a position to select what he wants 
and secure bids, instead of asking for 
ideas from the display specialists, as 
it is understood that very often the work- 
ing up the idea and rough sketches for 
— are equal in cost to the display 
jo 
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Deal Re-Orderi be" eA if For over twenty years we’ve been building washing machine motors. 
a egiers Ke-Uraering > In these motors we have incorporated every worthwhile feature that 
} =" 2 has been developed. Consequently, the Sunlight motor we are build- 
wget y, PAL ing today in our factory at Warren, Ohio, is the result of all our years 
ppliances, of concentrated experience. Any engineer can take apart a Sunlight 
Iky com- motor and show you why it is one of the finest washing machine motors built today. 
ol Such features as bearings which require no oiling during the life of the motor, bal- 
featuring anced armature, and rubber mountings, are easily exhibited and appreciated. But 
there is one Sunlight feature you can’t take apart and examine. That’s Sunlight’s 
long record of dependability. 
) We appreciate the faith America’s leading washing machine makers have placed in 
us” our product and our personnel. Year after year they have specified Sunlight motors 
; law on on their products. And year after year we have supplied them with the best motor 
on we know how to build. We are proud of our association with these outstanding 
nt buyers manufacturers and we pledge ourselves always to be worthy of their faith in Sunlight 
tgs motors. Sunlight Electrical Division, General Motors Corporation, Warren, Ohio. 
its. The 
who has 
: tract 
oe a The Eureka Vacuum Cleaner Company, 
ise and who recently announced the Eureka g 
the un- portable electric range, report dealers 


not mect are already reordering. At the present 

idor od ; time, factory production is barely keep- 

owe ing up with demand for the product, 

of the with output already stepped up 50%, 
over the original schedule. 
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@ Hand the Wilcolator Warranty Bond to 
your prospect—and watch it go to work! See 
it concentrate attention on one of the most 
important features of your range—the 
Wilcolator Oven Control. See it answer her 
questions—even before they're asked. It’s a 
“natural” for converting ‘“‘lookers’’ into 
**buyers’’—for closing your toughest sales. 
And remember—only Wilcolator gives you 
this new sales aid. Send for your supply of 
Wilcolator Warranty Bonds today. 

THE WILCOLATOR COMPANY, NEWARK, N. J. 


PHILADELPHIA ASSOCIATION 
HOLDS ELECTRIC KITCHEN SHOW 


Some idea of the crowd attending Philadelphia's second annual Electric 
Kitchen Show may be obtained from this shot. 


Six full-sized electric kitchens 


were on display as well as ranges and refrigerators. 


PHILA, Pa.—An outstandingly success- 
ful Electric Kitchen Show featuring 
electric ranges and refrigerators was 
conducted by The Electrical Association 
of Philadelphia the week of April 24th 
to 29th inclusive. The exhibit occupied 
both the first and second floors of the 


Edison Building, 9th and Sansom Streets, | 


Philadelphia, and was open from 11 A. M. 

until 10 P. M. daily. 

The first floor display consisted of six 
full sized and complete electric kitchens 
erected upon the show floor. This diver- 

| sified display gave the public opportunity 
| to see and inspect modern electric kit- 
| chens covering a wide price range and 
| where desired, to secure information and 
advice on kitchen planning from the 
standpoint of efficiency, etc. from the 
“Kitchen Clinic” held in conjunction with 
the exhibit. 

Each afternoon, with the exception of 
Saturday, cooking’ exhibitions and 
demonstrations of equipment were a 
feature with recognized home economists 
in charge. The popularity of these 


demonstrations was made evident by the | 


huge crowds of interested women that 

| daily filled the auditorium to capacity. 

| The six exhibits were presented by the 
following companies: 1 (joint exhibit) 
Elliott-Lewis Electrical Company, Inc. 
and General Electric Supply Corpora- 
tion; 2. Sears, Roebuck and Company; 3. 
J. J. Pocock, Inc. ; 4. Westinghouse Elec- 
tric Supply Company; 5. Judson C. 
Burns; 6. (Joint exhibit) Automatic 


Electric Heater Company, Inc., Philco | 


| Distributors, Inc., 
Stove Company. 
The second floor display was a com- 
prehensive exhibit of the latest electric 
range and electric refrigerator models 
displayed by seventeen distributor mem- 
bers of The Electrical Association. Four 
| units were exhibited by each participat- 
| ing company and every available foot of 
floor space was occupied. 
| As an effective means of stimulating 
| public interest, two limerick contests 
were conducted, the first one running 
| from Monday until Wednesday night and 
the second from Thursday until Sat- 
urday night. The winner in each contest 
was awarded a $200.00 electric range or 
refrigerator, choice of any of the famous 
makes participating in the show. A total 
of nearly 10,000 limerick coupons were 
turned in at the limerick desk on the 
show floor. 

Tuesday evening, April 25th, was 
designated as “Dealer Night” and a 
huge turnout of dealers from all points 
in the five county territory served by 
The Electrical Association were on hand 
to inspect the exhibit. 

John A. Morrison, Managing Director 
of The Electrical Association, in review- 
ing the results of the show, stated, “We 
are tremendously pleased with the suc- 
cess of the Electric Kitchen Show which 


Roberts & Mander 


drew an attendance of approximately 
twenty-five thousand persons to the Edi- 
son Building last week. The distributors 
who participated have all expressed satis- 
faction, not only with the amount of 
sales consummated on the show floor, but 
with the unusually large volume of favor- 
able prospects that were developed for 
future closing. 


W. B. Driver at Fair 


NEWARK, N. J.—Wilbur B. Driver 
Company, Newark, N. J., manufacturers 
of “Tophet” Resistance Wire, are having 
an exhibit at the New York World's 
Fair, in the Metals Building directly 
opposite the Trylon. 

The exhibit will feature the various 
stages of the manufacture of “Tophet” 
from the ingot as cast to the finished 
material. There will also be shown nu- 
merous finished products in which “Top- 
het” is used. 


lt Was the Bendix! 


Judson S. Sayre, vice president in 
charge of sales for Bendix Home Appli- 
ances, Inc., of South Bend, Indiana, is 
following a busy speaking schedule in 
the key cities of the country, delivering 
an engagingly frank talk concerning the 
merchandising methods utilized in put- 
ting over the Bendix home laundry. Here 
he is beginning an address recently be- 
fore the New York Sales Managers Club 
at the Advertising Club. 
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DISING 


Westinghouse 


Appointment of F. R. Kohnstamm as 
sales manager and L. E. Osborne as 
manager of Manufacturing and Engi- 
neering is announced by F. B. Williams, 
Jr., vice-president in charge of the Mer- 
chandising Division of the Westinghouse 
Electric & Manufacturing Company. 
R. E. Imhoff, former sales manager of 
the division, it was stated, has resigned. 


F, R. KOHNSTAMM 


Mr. Kohnstamm, prior to his present 
appointment, was manager of the West- 
inghouse Lighting Division and Agency 
Sales Department at Cleveland. He has 
been associated with this Company since 
1917. He came to Mansfield first in 1919 
when Merchandising headquarters were 
established there, later becoming Assist- 
ant Sales Manager and, in 1931, director 
of merchandising. In 1933 he went to 
Pittsburgh as sales promotion manager 
of the Company. Then in 1934 he took 
charge of the Cleveland Lighting Head- 
quarters where he has since been located. 
He will direct sales and advertising 
activities of the Division at Mansfield. 


York Ice Machinery 


S. E. Lauer, vice-president in charge 
of sales, of the York Ice Machinery Cor- 
poration, has just announced the appoint- 
ment of Walter E. Landmesser as sales 
manager of the Commercial Air Condi- 
tioning and Refrigerating Division. 

Mr. Landmesser spent the first ten 
years of his commercial experience with 
the General Electric Company in a simi- 
lar capacity. During the past two years 
he has been in charge of the Commercial 
and Air Conditioning Division of Norge. 


W. E. LANDMESSER 


In the same announcement, Mr. Lauer 

has appointed Dean C. Seitz as Mr. 
Landmesser’s assistant on commercial 
refrigeration. 
_ P. H. Carlson, who has been with York 
for 15 years and connected with the Com- 
mercial Division since 1933, will be Mr. 
Landmesser’s assistant on Commercial 
Air Conditioning. 

Edward R. Walsh, Jr., will assist Mr. 
Landmesser in his present position as 
National Supervisor of Residential Heat- 
ing. 
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Kelvinator 


George M. Armstrong, until recently 
superintendent of the range division of 
Landers, Frary & Clark, New Britain, 
Conn., manufacturer, has been appointed 
engineer in charge of the rapidly expand- 
ing range activities of the Kelvinator 
Division of Nash-Kelvinator Corpora- 
tion, according to an announcement by 

A. Philipp, Kelvinator’s chief engi- 
neer. He announced that Armstrong's 
appointment is effective immediately. 


Graybar 


In 1920, when the Grand Rapids House 
was first established, H. G. Cook was the 
messenger at this new office on a part 
time basis, while still attending school. 
After his graduation from Grand Rapids 
Junior College in 1923, he worked for 
eight years as Service Clerk. In 1931, 
he took over Office Sales and was ap- 
pointed Service Supervisor. 


H. G, COOK 


Effective March 15, after nineteen years 
of unbroken service at Grand Rapids, Mr. 
Cook takes over the management of this 
Graybar House. 

On March 15, A. L. Perry was ap- 
pointed the Erie District Manager. 

A. L. Perry first came with Western 
Electric in 1905 in the Credit Department 
at Chicago. 


A. L. PERRY 


During the years up to 1920, when he 
was made Assistant Sales Manager of 
the New York House, he had wide ex- 
perience in credit and service work at the 
houses, Hawthorne and the General De- 
partment. 

In 1921, when the Supply and Tele- 
phone Departments were separated, he be- 
came Manager of the Supply Department 
at Omaha. In 1924, he was transferred 
to Boston as Assistant Manager. In 
1927, he was made Service Manager at 
Detroit. He remained there until 1934, 
when he came to the General Department 
as General Superintendent. 


1939 


Knapp-Monarch 


John H. McKenna, widely known in 
electric and gas appliance sales and 
merchandising circles, has resigned from 
A. J. Lindemann & Hoverson Company, 
Milwaukee, Wisconsin, with whom he has 
been connected for the past fifteen years, 
to become associated with the Knapp- 
Monarch Company, St. Louis, Missouri, 
in charge of utility sales in their Eastern 
operations. 


J. H. McKENNA 


Mr. McKenna has wide acquaintance- 
ship among the Utilities and Holding 
Companies of the East and with the larg- 
est Hardware and electrical jobbers and 
department stores. In addition to his 
past connections as eastern sales manager 
with L. & H. Mr. McKenna previously 
held executive sales positions with the 
Hurley Machine Company of Chicago 
and the Kimball Electric Company of 
New York. 

He is a vice-president of the Electrical 
and Gas Association of New York, Inc. 


Hotpoint 


A. D. Byler, vice-president and general 
manager, Edison General Electric Appli- 
ance Company, Inc., Chicago, Illinois, 
makers of Hotpoint home appliances, has 
announced the appointment of I. A. Rose 
as factory works manager. 


Il. A. ROSE 


Mr. Rose has been with the Hotpoint 
company since 1922. For the past two 
years he has been Director of Purchases 
and Production. His new duties will 
include supervision of manufacturing op- 
erations for the company’s range, water 
heater and dishwasher factories in Chi- 
cago and Cicero, Illinois, and Chatta- 
nooga, Tennessee. Mr. Rose will make 
his headquarters at the company’s main 
plant in Chicago. 


G-E Appliances 


J. W. Savage, for several years closely 
identified with distribution and commer- 
cial research problems of the General 
Electric Company’s appliance and mer- 
chandise department at Bridgeport, has 
been named assistant to C. E. Wilson, the 
company’s executive vice-president, and 
will henceforth make his headquarters in 
New York City. 


J. W. SAVAGE 


In 1929 Mr. Savage was appointed 
assistant to the sales manager of the 
G-E merchandise department, with spe- 
cial duties in the promotion of rural 
electrification. In 1930 he became man- 
ager of the department’s commercial 
research division, and two years later was 
appointed assistant to Mr. Wilson, when 
the latter was manager of the merchan- 
dise department. Mr. Savage organized 
the first distribution committee for the 
department and was its chairman, and 
was also a member of the executive and 
personnel development committees. Last 
year he was appointed chairman of the 
company’s commercial research commit- 
tee, composed of representatives from 
several departments interested in market- 
ing studies. 


G-E Refrigeration 


Alfred C. Sanger has been named sales 
manager for the General Electric house- 
hold refrigeration section, effective imme- 
diately, it has been announced by C. M. 
Snyder, general appliance sales manager. 
Mr. Sanger, who for the past six years 
has been appliance district manager for 
the Philadelphia area, will henceforth 
make his headquarters at Nela Park, 
Cleveland, Ohio. 


ALFRED C. SANGER 


Mr. Sanger’s business experience has 
been broad, covering almost every step in 
the distribution of electrical appliances. 
His first connection with General Elec- 
tric was in 1930, as a radio specialist 
in Philadelphia. This was the first 
merchandising operation by G-E in the 
radio field. Mr. Sanger was selected as 
head of the first district appliance opera- 
tion in 1933, this being the first district 
opened under the new system, and has 
been so engaged ever since that time, 
with a constantly expanding scope of 
operations. With a comprehensive ac- 
quaintance both in the company and in the 
entire industry, he is considered a pioneer 
in electrical appliance merchandising. 
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HERE’S THE WAY 


Want to double your fan sales in °39? 
Here’s how! 


The most powerful fan selling feature ever 
developed—Victor’s patented no-draft, no- 
blast “Miracle Breeze’’—is ready to help 
you get more fan business than you’ve ever 
had before. The famous Victor Ribbon 
Test gives you more than a talking point... 
it’s a sure-fire demonstration your cus- 
tomers can see and feel! 


“THE BIG PROFIT 


we Victor Fans are quality built for 
years ofoutstanding performance. 
Every type and size—in models 
for home, office, commercial and 
industrial use—is priced to meet 
competition. Victor Miracle 
Breeze Fans can make big profits 
for you... send for Victor's com- 
plete, new 1939 catalog today—it’s 
free for the asking! Write today! 


LINE! 
FREE! 


Vicrog.— 


VICTOR ELECTRIC PRODUCTS, INC. 


2984 Robertson Ave. Cincinnati, Ohio 


20- noid 
SELECTIVE “LAG” 
KNEE CONTROL! 
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G-E Appliance Sales 


Milton J. Sands has been appointed dis- 
trict manager of appliance sales for the 
General Electric Company in the Phila- 
delphia area, effective immediately, it 
has been announced by C. M. Snyder, 
G-E appliance sales manager. Mr. Sands 


MILTON J. SANDS 


will succeed A. C. Sanger, who becomes 
sales manager of General Electric’s house- 
hold refrigerator sales section at Nela 
Park, Cleveland. 


Air Conditioning Manufacturers 
Association 


P. Y. Danley, Westinghouse Electric 
& Manufacturing Company, Springfield, 
Mass., was elected president of the Air 
Conditioning Manufacturers’ Association 
at the annual meeting, May 13, in Hot 
Springs, Va. Other officers are S. E. 
Lauer, York Ice Machinery Corporation, 
York, Pa., vice-president; P. A. McKit- 
trick, Parks-Cramer Company, Fitch- 
burg, Mass., treasurer; and W. B. Hen- 
derson, Washington, D. C., executive 
vice-president. 

The Board of Directors for the coming 
year includes J. F. G. Miller, B. F. 
Sturtevant Company, Boston, chairman; 
Stuart Crocker, General Electric Com- 
pany, Bloomfield, N. J.; E. T. Murphy, 
Carrier Corporation, Syracuse, N. Y.; 
J. A. Harlan, Nash-Kelvinator Corpora- 
tion, Detroit; J. M. Fernald, Baker Ice 
Machine Company, Omaha; F. D. Kirk, 
Vilter Manufacturing Company, Milwau- 
kee; and the Association's officers. 


Stewart-Warner Radio 


Appointment of B. E. Palmgreen, as 
northwest-central district sales manager 
for the Stewart-Warner radio division, 
is announced by L. L. Kelsey, radio sales 
manager of the Stewart-Warner Cor- 
poration. 


B. E. PALMGREEN 


Mr. Palmgreen, who was previously 
engaged in the appliance business on the 
west coast, assumed his new duties 
May 15, replacing Dean Lewis, resigned. 


JUNE, 


G-E Air Conditioning 


Stuart M. Crocker has been nam: 
manager of the air conditioning depart- 
ment of the General Electric Co: 
pany, effective at once, according to 
announcement by Charles E. Wils: 
executive vice-president of the company 
Simultaneously it was announced that tle 
commercial refrigeration activities of tic 
company, now located at Cleveland as part 


| of the appliance and merchandise de- 


partment, had been relinquished by the 
latter and assigned to the air conditioning 
department. Reason given for the trans- 
fer was that as the businesses of air 
conditioning and commercial refrigeration 
develop, similarities in both trade prac- 
tices and product part applications have 
become more definitely apparent, and the 
need for closer coordination of the two 
lines has resulted. 

Mr. Crocker is assuming his first 
connection with a General Electric do- 
mestic department, but has been asso- 
ciated with executive divisions of the 
company since 1921, when he graduated 
from Harvard. He has relinquished his 
duties as assistant to the executive vice- 
president to take over the new air con- 
ditioning post, but remains as vice- presi- 
dent of the International General Electric 
Company, to which he was elected in 
1930. His headquarters will be at Bloom- 
field, N. J. 


Markel 


The appointment of Holland M. Sher- 
wood as advertising manager for Markel 
Electric Products, Inc. of Buffalo, N. Y., 
and its affiliate, LaSalle Lighting Prod- 
ucts, Inc. is the first step in a new, 
aggressive nationwide program to mer- 
chandise lighting fixtures and wall por- 
table lamps behind the idea of “Better 
Light—Better Sight.” 


H. M. SHERWOOD 


Several years on the copy staff of 
Batten, Barton, Durstine & Osborn, Mr. 
Sherwood learned lighting and lighting 
promotion from the standpoint of both 
the utility company and the manufacturer, 
through working on advertising accounts 
handled by the agency. 


Chrysler Airtemp 


R. C. Robertson has been appointed 
assistant general sales manager of Air- 
temp Division, Chrysler 
Dayton, Ohio, according to B. S. Wi 
liams, general sales manager of Tome. 

At the same time comes the news oi 
the appointment of E. D. Knowles as 
or of Airtemp’s Dayton Regiona! 

ce. 


KenRad 


Carl J. Hollatz, vice president of the 
KenRad Tube & Lamp Corporation, ha: 
announced the appointment of Russell W 
Metzner, as Sales Manager of the Lam; 
Division, with headquarters at the Owens 
boro, Kentucky office. 
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Westinghouse Electric 


Marvin W. Smith, manager of engi- 
neering of the Westinghouse Electric & 
Manufacturing Company, has _ been 
elected a vice-president of the company 
by the Board of Directors on April 26, 
1939. Mr. Smith, who will direct all the 
company’s engineering activities, has 
been associated with Westinghouse since 
the day he left college in 1915. 


MARVIN W. SMITH 


Westinghouse Lighting 


The appointment of W. F. White as 
manager of the Lighting Division of the 
Westinghouse Electric and Manufactur- 
ing Company, at Cleveland, is announced 
by George H. Bucher, president of the 
Company. He succeeds F. R. Kohn- 
stamm, former manager, who has been 
appointed sales manager of the West- 
inghouse Merchandising Division, Mans- 
field, Ohio. 


W. F. WHITE 


Barlow & Seelig 


Verne F. Hannon, sales manager of the 
Barlow & Seelig Mfg. Co., Ripon, Wis- 
consin, manufacturers of Speed Queen 
washers and ironers, announces the ap- 
pointment of Lloyd R. Dimmig of Phila- 
delphia as direct representative in East- 
ern Pennsylvania and Southern New 
Jersey. 


LLOYD R. DIMMIG 
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Over 200 New Barton Dealers. 


Added So Far This. Year! 


In less than five months over 200 new 
accounts were added to the Barton dealer 
list. 


The proven dependability of Barton 
Washers,—and—the "Three Washing and 
Wringer Speeds” have attracted an in- 
creasing number of important dealers to 
the Barton line. 


"Controla-Speed"' — the exclusive sales- 
building feature—is recognized inime- 
diately by the prospective customer—it has 
meant vastly increased sales of Barton 
Washers . . . (Barton leads the indust ry 


120.53% in average sales increase for t 


Ist quarter of 1939). 


Only 
Barton Washers 
Have 
SPEED CONTROL 


SLOW SPEED for Sheer silks, 


laces, lingerie, delicate 
fabrics, tender woolens, 


etc. 


silks and rayons, 


for Stronger 
very 
fine linens, men's silk 


hose, etc. 


FAST SPEED for Cottons, 


linens—regular wash- 


Your salesman can demonstrate this outstanding 
feature for quick sales. It's new,—practical,—and 
as one dealer writes—''It works to perfection" .. . 
"Washing machine buyers appreciate the outstand- 
ing difference between Barton ‘three-speed’ 
Washers and the conventional type"—says another. 


Do not wait for your competitor to convince you 
of the Sales and Profit possibilities on Barton 
V/ashers. Write for franchise details and prices. 
THE BARTON CORPORATION, West Bend, 


Wisconsin. 


(At the MART, VISIT Space 549-A) 


Patent Applied For 


1939 
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know 
“How did you 
we sold that brand? 


SERVICE DEALERS 
Seott-Buttner 1656 \eneia-494 


HOW to attract 
“telephone book 
customers” 


Mo than 90% of telephone subscribers 
refer to the Classified for buying in- 
formation. Are you set to take advantage of 
their habit? 

For help on this important matter call 
the Directory man at your telephone busi- 
ness office. He will show you the classifica- 
tions of the Electrical Industries at which 
you should be listed. He will produce 
evidence that such advertising pays. 

An example of this proof—one of many 
—is in a typical dealer’s letter: 

“We have had excellent results from our 
listings in your Classified. We have been 
using this service for a number of 
years and feel that we could not do 
without this method of advertising.” 


WHY NOT CALL YOUR DIRECTORY MAN—NOW? 
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Electrical Merchandising 


George J. “Red” Seaman, for the past 
ten years Western Manager of Electrical 
Merchandising, resigned recently to take 
a similar position with Electrical Word, 
another McGraw-Hill publication. 

He will be succeeded on Electrical 
Merchandising at Chicago by Arthur 
Carwardine who, for the past 12 years, 
has represented Cosmopolitan Magazine 
in Chicago. 

Mr. Carwardine, prior to his affiliation 
with Cosmopolitan, spent three years 
with the New York Journal-American 
and three years with Lord & Thomas, 
advertising agency, where he received 
his early training after graduation from 
Northwestern University. He has had 
wide experience in advertising, sales, and 
merchandising on a wide variety of 
accounts and introduced, a number of 
years ago, the Hearst Marketing Plan 
better known as the Trading Area Sys- 
tem of Sales Control. He has worked 
closely with a number of manufacturers 
in the appliance field. 


Stewart-Warner 


Joseph C. Elliff, who recently resigned 
as western manager of the Saturday 
Evening Post, will join the Stewart- 
Warner Corporation, June 15, in an exec- 
utive sales capacity, working out of the 
office of the vice president and general 
sales manager. 


JOSEPH C. ELLIFF 


Mr. Elliff has represented the Saturday 
Evening Post in Chicago, since 1928 as 
western manager. Previously he was 
engaged in the mercantile brokerage 
business. 


Viking Air Conditioning 


A. W. Lehman, formerly of Willard 
Storage Battery and Eaton Mfg. Co. 
has been appointed advertising manager 
of the Viking Air Conditioning Corp., 
Cleveland, O., according to a recent an- 
nouncement by Marion I. Levy, presi- 
dent. Mr. Lehman will also have charge 
of sales promotion and will assist W. E. 
Van Horne, sales manager and Mr. Levy. 
Plans are being formulated for a news- 
paper and direct mail campaign on attic 
ventilation, exhaust and ventilating fans. 


Armco 


Two important changes in the Ameri- 
can Rolling Mill Company’s sales forces 
were announced recently by W. W. Se- 
bald, vice-president and assistant general 
manager of the Company. 

Foster E. Wortley, manager of 
Armco’s Cleveland district sales office, 
has been appointed assistant manager o! 
The Mid-Western Sales area. He wil! 
take up his new duties in the Company's 
general offices in Middletown, Ohio, on 
May 16. 

Henry L. Woods, Jr., who has been 
attached to the Armco Sales office in 
Detroit as a salesman for the past ten 
years, has been appointed manager of te 
Cleveland office to succeed Wortley. 
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ation from § An electric range promotion was 

» has had §arted by the Northern California Ap- 

sales, and fpliance Society in May to run through 

variety of Mjune, designed to educate the customer 

number of fbn the low cost of electric cookery 

eting Plan fhnd water heating. A program of 

Area Sys- fhewspaper and billboard advertising 

as worked made use of the “guess again” theme 

nufacturers which was used for national range 
promotion, localizing cost of operation 


igures. 


A Household Institute featuring 
lectrical home equipment was an early 


summer event for Chas. Brown & Sons 
of San Francisco. 

in an exec- =e 

out of the 


A tour of model homes in the bay 
rea is a feature open to summer visi- 
ors to San Francisco’s Treasure Island 
Exposition. The host home on the 
sland itself was opened for inspection 
ecently, particular interest being 
shown in the complete all-electric 
kitchen with steel wall cabinets which 
was a new feature in Pacific Coast 
exhibits. 


ind general 


* * * 


Because San Francisco’s special elec- 
tion to vote on an electric municipal 
pwnership proposal was scheduled for 
Friday, May 19, the Pacific Coast 
Electrical Association, which had 
lanned its annual convention for Del 
Monte, May 17-19, changed the date 
and the place of meeting. The con- 
vention took place at the Hotel Hunt- 
ington, Pasadena, May 24-26, with pro- 
ram, however, virtually unchanged. 


* * 


An all-industry cooperative program 

for Northern California aimed at the 

fevelopment of business in fields not 

overed by existing agencies was in- 

tiated recently under the title of the 
ie Saturday §Northern California Division of the 
ce 1928 as Pacific Coast Electrical Bureau. The 
ly he was §mmediate program centers around 
brokerage Jviring and lighting modernization in 
he industrial and commercial fields. 
Geo. W. Baker is manager. 


* * * 


7 Frank D. Wallace, for some months 

of Willard J" Charge of the southern California 

Mig. Co. §'strict for the Horton Mfg. Co. takes 

1g manager prer the position of West Coast sales 

ning Corp. for the company, covering 

recent an- @les in California, Oregon and Wash- 

evy, presi- g°ston. Mr. Wallace has been active 

nave charge #" the washing machine field on the 

ssist W. E. @acific Coast since 1927. 

1 Mr. Levy. * * * 

or ews- 

en on attic | The Gilson Electrical Supply Co., 

lating fans, #"¢ Of the longest established of the 
wholesale firms in the East Bay dis- 
trict, was purchased ‘recently by Frank 
E. Boyd and Walter D. Vance, both 
xperienced as electrical contractors 

Oakland, Calif. 

sales forces * 

W. W. "© @ Clyde Allen, manager of the Elec- 

fant genera’ “Kitchen Appliance Co. recently 

; ; Became president of San Francisco’s 

fice. Electrical Development League, suc- 

sales office: Breeding Harry Carroll of the Pacific 

sas & Electric Co. 

Company's * * 

1, Ohio, on , Ranges and roasters were a litera- 

combination by the Coast 
Tog ounties Gas & Electric Company of 


Santa Cruz in their June promotional 


he past ten dvertising. 


lager of the 
W ortley. 


* 


An apartment house edition of the 
los Angeles Bureau of Power & 


NDISING 


Light’s Electrical News devoted all of 
its eight pages to pictures and facts 
concerning the growing use of electric 
cooking and heating in Los Angeles 
apartment houses. 


* * * 


The Los Angeles “see why” electric 
range campaign, sponsored by the Bu- 
reau of Power & Light as an April- 
May event started with a promotional 
meeting late in March and continued 
with a series of demonstrations held 
in dealers’ stores. Winner of a win- 
dow display contest held early in the 
campaign was W. R. Wallick of the 
Wallick Radio Store, who filled his 
window with burned matches and 
sooty pots together with a sign which 
pointed out that neither of these un- 
pleasant accompaniments to cooking 
were present when a “matchless” elec- 
tric range was used. 


*_ * * 


A Hotpoint calling contest staged 
among youngsters of the neighbor- 
hood made everybody in the vicinity 
of the Wallick Radio Store of Los 
Angeles aware that this electric shop 
carried the Hotpoint line of appliances. 
Several hundred balloons were given 
away as prizes. 

* 

An annual event is the spring 
Household Show staged by the Fifth 
Street Store of Los Angeles. This 
year a demonstration of electric roast- 
ers held the center of the stage for the 
week. 

* * * 


A Friday morning electric cooking 
school which ran for six weeks 
throughout April was sponsored jointly 
by Hollywood Frigidaire dealers and 
a local newspaper. A local moving 
picture theater was used for the event 
and a demonstrator from the Los 
Angeles Bureau of Power & Light 
provided the instruction. The talks 
were given to capacity houses and 
local dealers report greatly increased 
interest in the Frigidaire line as a re- 
sult of the promotion. 


Tuff Guys 


ALBERT LEA, MINN. Electrical dealers and executives of Interstate Power Com- 
pany at Albert Lea, Minnesota, meet with W. C. Stephenson of the Modern 
Kitchen Bureau to discuss plans for local participation in MKB Campaigns for 
electric ranges, electric water heaters and electric roasters. Mr. Stephenson is 
standing in center, his head just below that of the beautiful gal on the "Guess 
Again" poster. At Mr. Stephenson's right is his son, C. H. Stephenson, of North 
Central Associated Electrical Industries, Inc., and next to the younger Stephenson 
is Lew Gordon, President, Minnesota Electrical Council. Standing at Mr. Stephen- 
son's left, in order, are A. H. Kessler, North Central Associated Electrical Indus- 
tries, Inc., C. E. Myers, District Manager, Interstate Power Company, W. A. Ritt, 
Minnesota Electrical Council, and J. W. Turner, Inspector for the State Board 


of Electricity. 


The Benson Electric Company of 
Los Angeles has moved to new quar- 
ters on Culver Boulevard and has 
greatly enlarged its appliance selling 
activities. Mr. Benson carries the 
Hotpoint and General Electric lines. 


* * * 


The Southern California Home 
Show, May 12 to 21, as usual was 
virtually an electrical exposition. Out- 
standing features was the “matchless” 
home erected under the sponsorship 
of the Electrical Development League 
with the cooperation of the electrical 
industry, who donated materials used. 
After the Home Show, the house is to 
be moved to a location on Wilshire 
Blvd. where it will remain open for 
public inspection for several months. 


* * * 


A $2-trade-in allowance on the old 
toaster was offered customers of the 
Southern California Edison Company 
who purchased a Toastmaster during 
May. 

* * * 


The Nibecker home on the lines of 


the Southern California Edison Com- 


Meet MKB 


TOWANDA, PA. G. W. Keller, Modern Kitchen Bureau Field Representative, 
found himself surrounded by “Tuff Guys" in Westinghouse School at Northern 
Penn Power Company, Towanda, Pennsylvania. That's Keller, standing next to the 
“Guess Again" placard on top of range. Others in picture are Miss Grace 
Deibig, Westinghouse Home Economist, Miss Helen Barnes, New York State 
Electric & Gas Corporation. Captain J. F. Beirne, New Business Manager, E. L. 
Cleveland, Merchandise Superintendent, Westinghouse, G. F. Hurley, F. H. Car- 
lyle, H. G. Ritter, G. W. Meade, P. J. Bowles, G. E. Stock, M. J. Horton, W. A. 
Marshall, C. L. Dickerson, Jr., H. B. Eddings and N. M. Smith. 
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pany in Huntington Park recently won 
a $1,000 prize in the National Home- 
building contest sponsored by the Gen- 
eral Electric Company on the basis of 
its complete electrical remodeling. 


* * * 


Range sales in the district served 
by the Southern California Edison 
Company are 9 per cent up over those 
of last year, with water heater sales 
lagging somewhat behind 1938 figures. 
The company has just ended a cam- 
paign on Westinghouse ranges and 
has started another on Hotpoint. It 
is also advertising and urging dealers 
to offer a 5 per cent trade-in allow- 
ance for old equipment or a $14.25 
set of aluminum ware. The utility 
purchases this ware and makes it 
available to dealers at cost. 


* * * 


During April the San Diego Con- 
solidated Gas & Electric Company of 
San Diego, Calif. held a drive to sell 
non-corrosive water heaters to those 
customers who had ranges but were 
heating with other fuels. Bonuses 
were awarded salesmen on heaters sold 
bv dealers as well as for those sales 
which they closed themselves. Heaters 
were sold on a down payment of $10, 
the balance in 36 months, with trade- 
in allowances up to $15. The price 
charged was the regular list, plus in- 
stallation. 

Refrigeration was the theme of May 
and June promotion by the Bureau of 
Radio and Electrical Appliances of 
San Diego County. 


* * * 


Refrigerators for May, ranges for 
June, announced the Nevada-California 
Electrical Corporation of Riverside, 
Calif. as its early summer promotion 
schedule. 

* 

Roasters, ranges and water heaters 

el early summer headliners for the 

~~ in division of the Pacific 

lectric, of which the Valley 

Blectric Supply Company is the com- 
mercial outlet. 


* * 


A 7-piece ovenware china refrigera- 
tor set with purchase of an electric 
refrigerator and a modern clothes ham- 
per with a $59.95 washing machine 
were recent inducements-to-buy of- 
fered by Montgomery Ward’s branch 
in Fresno, Calif. 


* * * 


Buying electrical appliances as sub- 
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Ci LINAIRE is an electric 
food mixer using an exclusive principle of mixing. The twin 
beaters are placed opposite each other in the bowl, and as 
they revolve the bowl itself slowly rotates. The beaters 
thus contact the entire space between the center post and 
the wall of the bowl. 


Culinaire is made by the P. A. Geier Company, manufac- 
turers also of Royal Vacuum Cleaners and of the new 
wand-type Royalaire. And because Black and Decker has, 
over a period of more than 20 years, given Royal 
tinued improvement in motor performance” for their 
vacuum cleaner department, they naturally turned to us 
to develop the motor for Culinaire, too. 


“con- 


The result is a powerful 3-speed Black and Decker Motor 
that will not shirk the most difficult mixing or beating task. 
Motor and driving mechanism are completely enclosed in 
the base of the machine. Laminations in the motor arma- 
ture are specially made and specially slotted, and placed to 
obtain quiet-running efficiency. The armature shaft is of 
special steel, and very large in diameter. The steel is heat- 
treated and polished, with the worm cut in the armature 
shaft itself, making possible a highly positive drive. 


The Black and Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners and 
many other universal motored appliances. The coopera- 
tion of our engineers is at the disposal of manufacturers 
who may be interested in the application of universal 
motors to the improvement of their products. 


BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
Specialists in the Design and Application 


of Universal Motors 


PAGE 46 


stitute for a summer vacation was a 
sales argument used both by the 
power company and by evaporative 
cooler advertising in Fresno, Calif. 


* * * 


The Fisher-Glassford Company of 
Fresno, Calif. recently moved into its 
new enlarged quarters, bringing the 
electric appliance department from the 
basement to the main floor and adding 
a used appliance headquarters down- 
stairs. The firm started business in 
Fresno 36 years ago. 


* * * 


Six pages of electric refrigerator 
publicity in a special section of the 
Sacramento Bee helped Sacramento, 
Calif. inaugurate its electric refrigera- 
tor campaign this spring. Local deal- 
ers celebrated the opening of the cam- 
paign with a meeting held at the his- 
toric Folsom power house, pioneer 
gpecenting unit of the Pacific Gas & 

lectric Company system. 


* * * 


The G. E. Magic kitchen provided 
Maytime entertainment for customers 
at Breuner’s Sacramento, Calif. store. 


* * 


Lipman Wolfe’s of Portland, Ore- 
gon have been offering Kelvinator re- 
frigerators on what they call their 
“meter-ice” plan, with the payment of 
25c daily. This company also offers 
a 10-piece set of aluminum wear with 
purchase of a Kelvinator range. 


* 
The “largest appliance meeting ever 
held in Portland” came together to 
hear announcement of the Modern 


Kitchen Bureau’s program and to lis- 

ten to Dr. Allison, A. C. McMicken 

of the Portland G. E. and George 

Wisting of the Northwestern Electric. 


Beginning April 10, the Portland 
General Electric Company launched 
its spring range campaign, offering to 


conduct cooking classes for all pros- 
pects willing to attend. This company, 
which went out of active merchand:s- 
ing at the beginning of 1938, was one 
of the few in the country to report a: 
increase in the number of ranges 
placed on its lines in 1938 over 1937, 
It reports that 1939 sales have been 
equally good. During March the 
dealers’ record was 375 electric ranges 
sold and 145 water heaters. 


* * * 


When John Fletcher, goat raiser 
located near Aberdeen, Wash., had 
trouble keeping his goats at home, he 
decided to experiment with a “hot 
wire” fence. The next day after its 
installation, he found the goats at large 
and the fence minus large sections of 
insulation which had been chewed off 
by the animals before they broke the 
charged wires. They seemed none the 
worse for their diet of “wild cur- 


rents.” 
oe 


Starting with the first of the year, 
an agreement with the Seattle City 
Light has enabled the Puget Sound 
Power & Light Company to mark up 
price of electric ranges to the regular 
list. Result is that dealer sales show 
a marked increase over last year, com- 
pany sales a corresponding decrease. 
Adoption of the EHFA dealer financ- 
ing plan has also helped appliance sell- 
ing through dealer channels. Ranges, 
water heaters and refrigerators are re- 
ceiving May and June promotion 
throughout this _ territory. Dealer 
water heater sales are reported to be 
about on the same level as last year— 
power company heater sales are up. 


* * * 


A 30-day free trial offer on electric 
water heaters is being made by the 
Seattle City Light Department on ap- 
proved water heaters of the steel auto- 
matic storage tank type. 


* * * 


“Free presents to everyone, a slice 


COOPERATION SELLS 
ELECTRIC COOKING 
EQUIPMENT 


PHILADELPHIA—Cooperative _ effort 
inaugurated by N. J. Ricklin, restaurant 
equipment dealer of Philadelphia, has 
proven its merit once again by the 
results of a Restaurant Show featuring 
counter electric cooking equipment held 
in the Benjamin Franklin Hotel, May 
8-9-16 and 11. 

Ricklin, who was not completely sold 
on the value of manufacturer and utility 
cooperation, decided to test it. He mailed 
2500 invitations to food service operators 
in the Philadelphia area and was sur- 


prised at the response. Ricklin is a 
Philadelphia dealer for Griswold Manu- 
facturing Company, McGraw Electric 
Company, Silex Company, and Hamilton 
Beach Company. 

During these four days he sold over 
$1000. worth of electrical equipment 
from his display racks set up in a sample 
room of the hotel. Over 400 individuals 
representing 295 separate restaurants in- 
spected his display. The results were so 
gratifying to Mr. Ricklin that he is 


planning to make this four-day exhibition 
a semi-annual affair. 

Cooperating with Ricklin on this show 
were the Griswold Manufacturing Com- 
pany, the Silex Company, McGraw Elec- 
tric Company, and the Philadelphia Elec- 
tric Company. 


Spring Show held by N. J. Ricklin of Philadelphia to acquaint restaurant opera- 


tors with several new items in the electric cooking line. 


Reading from left to 


right: N. J. Ricklin, dealer; Melvin J. Reibert, of the Silex Company; T. J. Scully, 
of the Philadelphia Electric Company; and L. J. Andersen, of the Griswold 


Manufacturing Company. 
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DISING 


History Gets its Pants 
Pressed 


There are certain wrinkles in the nation's 
past which need ironing-out, and at the 
National Archives, in Washington, D. C.., 
a solution has been found which involves 
the household electric ironer. In this 
central repository of documents the 
ironer has become essential equipment 
for rehabilitating papers which have 
been damaged by water or which have 
simply faded and become wrinkled with 
age. The General Electric Company 
has supplied to date 58 of its rotary 
type electric ironers for the Washington 
operation. 


f birthday cake and a sample of a 
rozen dessert” were features of the 
Kelvinator birthday party announced 
y Kelvinator dealers of Spokane, 
Vash. during “Silver Jubilee” week. 


* * * 


A 3-day electric cookery school fea- 

turing “everyday cooking simplified 
then done electrically” was recently 
staged by Montgomery Ward of Spo- 
kane, Wash., the Washington Water 
Power home service demonstrator fur- 
hishing the instruction. 


*_ * 


The Crescent of Spokane, Wash., 
was another of the western depart- 
ment stores which recently enjoyed a 
visit of the G. E. Magic Kitchen. 


* * * 


V. J. Morris, long head of the elec- 
tric appliance department of the Palace 
Department Store of Spokane, Wash., 
recently opened his own electric shop 
in Spokane. Mr. Morris is_ selling 
radios, electric ranges, refrigerators, 
washing machines and other electric 
appliances. He is specializing on his 
service department. 


* * * 


Girls of the home service depart- 
ment of the Washington Water Power 
Company have been giving a series of 
cooking schools for Spokane dealers 
and their salesmen to demonstrate the 
modern advantages of electric cooking. 
The classes have been well attended 
by the electrical men—and their wives. 


* * 


May first saw the launching of an 
tlectric roaster campaign by the Wash- 
ington Water Power Company. The 
tvent has been used to call attention 
‘o the company-wide bonus plan for 
tlectrical appliance sales tips which 
Was inaugurated January first, under 
which any employee not on the sales 
lorce may reap a reward for sending 
M a prospect name for any of the 
tlectric appliances sold by the com- 
Dany. 


Knew Your 


—and in these words, is an expression of 
confidence and trust. ...In the field of 
heating-element wire, Chromel likewise 
has a good name. The users of Chromel 
have long since come to know it as 
dependable on all counts: clean wire, uni- 
form in resistance, wire that is 
well spooled—and of course, noted 
for its uniformly high durability. 


The reputation of electrical trade-names, 
of priceless value, has been confidently 
entrusted to Chromel, over a stretch of 
thirty years. And Chromel has never let 
them down. . . . Whatever your interest 
in electric heat, your judgment is sound 
when you specify Chromel for the 
elements. . . . Hoskins Manufactur- 
ing Company — Detroit, Michigan. 


The Wire That Made Electric Meat Possibde 


CHROMEL 


a coop name in HEATING ELEMENT Cee 
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WESTINGHOUSE Range 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 
Device: Victor range with 
oven door 


“look-in” 


Selling Features: 2 panes of heavy, 
heat-resisting glass 94x84 in. and 


¢ in. thick comprise window; a 14 in. 
layer of de ad air separates panes— 
combination of air and glass gives 
same degree of insulation as obtained 
in conventional metal door. 

Oth ver features consist of a lens- 
covered recessed light of high inten- 


sity on back wall of oven controlled 
by toggle switch directly over appli- 
ance outlet; divided top provides 
working space in center with heating 
units at bot sides ; at right an 8 in. 
Corox “Economizer” unit and a 
standard 6 in. Corox; at left a 6 in. 


unit and a_  deep-well aluminum 
“Economy Cooker.” Single dial 
turns « urrent and selects desired 
temperature for baking; tiny light 
glows w 1en_ temperature is reached ; 
is optional equipment; 


stant porcelain enamel finish. 
—Electy Merchandising, June, 
1939 
v 


AUTOMATIC LAUNDRY QUEEN 


Washers 

Autometic Washer Co., Newton, lowa 

Models: Five electric 2 engine and 2 

Selling Features: Electric models 90, 
91, 92. 93 and 94; 2-way washing 
with Invertible Duo-Disc agitator: 
submerged position for usual loads, or 
as surface agitator for heavy bulky 
articles such as rugs and blankets, 
washes a few pieces or a tubful in 
either position. “Stokes” patented 
ball-bearing transmission on every 
model; shaft operates on a pivot ball- 
bearing; patented clutch mech anism ; 
pinion ar id segment never out of mesh 
—no lashing of gears; never needs 


oiling; + hp. General Motors motor 
insulated and mounted in rubber; 
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white crowned seamless 
legs; “Lovell” and “Chamberlain” 
wringers with latest refinements. Two 
gas models 88 and 89 have latest 
Briggs and Stratton 4 hp. 4-cycle en- 
gine with step starter; 


ironers, 53 and 54. Deluxe 54 with 
chromium tubular stand and white 
table'and cabinet ; 2 thermostatic con- 


trols with variable heat indicator; 2 


controls—hand and knee.—Electrical 
Merchandising, June, 1939. 


v 


STEWART-WARNER Water 
Heaters 


Stewart-Warner Corp.,, 1826 Diversey 
Parkway, Chicago, Ill. 


Device: 2 new water heaters 10031 and 
10015, have been added to Sav-A- 
Step line. 

Selling Features: 15 and 30 gal. capac- 
ity designed for the minimum and 
medium-sized hot water consumer ; 
features include all Stewart-Warner 
Sav-A-Step water heater features: 
special heat trap; cold water inlet 
and special curve baffle; super insu- 
lated and electrically welded tanks; 
hermetically sealed top and bottom 
immersed type units; automatic 
thermostats on each heating element; 
cold water inlet and baffle ; convenient 
drain valve; baked Dulux finish; 
other heaters in line range in capac- 
ity from 30 to 66 gal.—Electrical 
Merchandising, June, 1939. 


HOTPOINT Kit 


Edison General Electric Appliance Co., 
Inc., 5600 W. Taylor St. Chicago, Ill. 
Devise: Special installation kit for use 
with 2 gal. Voguette water heater 
to tap into regular cold or hot water 

line. 

Selling Features: Kit consists of a coil 
of copper tubing 7 in diam., a pres- 
sure adjustment valve, a cut-off valve 
and a fitting for clamping to opening 
bored in pipe line—one end of tube 
is connected to water line through 
pressure adjustment valve and the 
other end connected through cut-off 
valve to cold water inlet of heater. 

Price: $1.50 net to retailers.—Electrical 
Merchandising, June, 1939. 


porcelain 
tub; deep skirted base and paneled 


also available 
with starter and generator. Two 


Model: Crosley 


Models: 


Selling Features: 


CROSLEY Réfrigerator 
The Crosley Corp., Cincinnati, O. 


2-temperature Freezor- 
cold Shelvador. 


Selling Features: Four models: 2 Reg- 


ular and 2 DeLuxe in 6 and 73 cu. it. 
Capacities; separate, sub-freezing 
compartment for the storage of large 
quantities of frozen foods, meats, fish, 
vegetables, ice cream, at top of cabi- 
net has large door, hinged at bottom, 
which forms smooth handy shelf sup- 
ported at both ends by heavy ball 
chains; moist-cold compartment pro- 
vides cold temperatures of conven- 
tional type refrigerator with greater 
humidity to preserve crispness and 
flavor without need of covers; higher 
humidity is accomplished by’ use of 
special chilling unit in this compart- 

nt which does not frost; Shelva- 
dgr feature is included in all models. 
—Electrical Merchandising, June, 
1939 


SETH THOMAS Clocks 
Seth Thomas Clocks, Thomaston, Conn. 


Janet, Colton and Talson self- 

starting clocks. 

Janet available in 
American walnut or brown solid ma- 
hogany ; 34 in. cream colored dial has 
black numerals on golden circular 
background; sash and feet, polished 
brass; 54 in. high, 54 in. wide, 24 in. 
thick. Colton mantel type strikes 
hours and half hours on coiled gong 
of bell metal; brown manogany case 
with contrasting front panels; 5 in. 
light ivory eriamel dial with numerals 
and hands in deep brown; polished 
sash; 8 in. high, 174 in. wide, 4% in 
thick. Talson, adaptation of tambour 
design for cabinet or narrow mantel; 
brown solid mahogany case with feet 
and sash of polished brass; 32 in. 
etched silvered metal dial with black 
numerals and gold-colored center; 5% 
in. high, 12} in. wide, 24 in. thick. 

Prices: Janet, $5.95; Colton, $13.95 
and Talson, $9.75.—Electrical Mer- 
chandising, June, 1939. 
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L & H Ranges 


A. J. Lindemann & Hoverson Co., 
Milwaukee, Wis. 


Models: Englewood, Larchmont, 
Waverly, Fairmont, Norwood, Chad- 
wick and Ridgeway. 

Selling Features: All models except 
Ridgeway equipped with divided top 
with work surface in center. Other 
features found in all models consists 
of large oven 16x14x19t in.; 5-heat 
Thermiser Heetube Multi-Speed sur- 
face units : 2-1300 watts, 1-2200 watts; 
No. 8B, 6 qt. Handy Cooker with 
adjustable trivet and French fry 
basket; Wilcolator oven temperature 
control with pilot light and appliance 
receptacle in back. Minute Minder, 
chrome tray, No. 4110E lamp and con- 
diment set are standard equipment on 
Englewood, Larchmont, Waverly and 
Fairmont and Ridgeway; available at 
slight additional cost on Norwood and 
Chadwick. Englewood and Larch- 
mont equipped with warming drawer 


equipped with 330 watt unit, and 
storage compartments at left and right 
of oven. Waverly has a _ utility 
drawer at bottom and storage com- 
partments on either side of oven. 
Fairmont and Norwood have utility 
Sones only. Chadwick model has 
egs. 

Ridgeway, combination range and 
kitchen heater; surface units and oven 
on right side, built-in kitchen heater 
on left fitted with heavy fire box lin- 
ings and duplex grates; burns coal, 
wood or coke; can be supplied with 
brick linings if desired.—Electrical 
Merchandising, June, 1939. 


WHITEHEAD Kitchen Units 


Whitehead Metal Products Co., Inc., 
304 Hudson St., N. Y. C. 

Device: 

kitchen units, incorporating Hotpoint 


appliances, consisting of steel cal- 
nets, Monel sinks, single bowl sink 


cabinet ensembles ; double bowl sin 
cabinet ensembles; steel base cal- 
nets with Monel surfaces; wall and 
utility accessory cabinets of all typ«s 


and sizes.—Electrical Merchandisin., 


June, 1939. 
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METAMORPHO 
..- WITH A SINGLE STROKE 


@ In case you don’t understand that big word in 
the headline, it means “transformation from one 
. form or shape into another.” That's exactly what 
happens in this giant 500 ton press. One stroke 
and the base ring you see in the operator's hands 
is completely shaped from the circular dies now 
in the machine. Another set of pear-shaped dies, 
weighing a mere three-and-a-half tons, is used to 
—t form the spinner base. From a perfectly flat sheet 
of heavy gauge steel, again with a single stroke, 
this base is “drawn” to the deep-skirted shape 
you see on the finished Spinner Washer in the 
small illustration. 
“So what?”...asks the cynic. "So a better washing 
_archmont, § machine,” is the engineer's reply. For the Black- 
od, Chad- § stone Spinner base is one solid, sturdy piece... 
els excep: #20 Seams, no welds, no weak points to fail and 
ivided top § cause an unhappy customer. And this structural 
Other detail is typical of Blackstone's insistence upon 
1: She, | doing things the better way no matter what the 
speed sur- § cost in terms of research, materials or equipment. 
200 watts; | BLACKSTONE MFG. CO., INC., JAMESTOWN, N. ¥. 
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ABC Washer 


Altorter Bros. Co., 

Model: 240. 

Selling Features: 8 \bs. capacity; 17 gal. 
bullet type porcelain tub; rubber edged 
cover with suspension hook; ABC 
patented streamlined wringer with 
triple-pressure selector lever and visi- 
ble pressure indicator for low, medium 
and dry roll pressure; instantaneous 
touch release bar; French type agita- 
tor; enclosed silent ABC precision 
built gear mechanism: new ABC 
frame construction; 1l-piece solid steel 
chassis; large, easy rolling casters; 
+ h.p. Westinghouse oversize motor; 
ABC Hi-baked white enamel finish.— 
Electrical Merchandising, June, 1939. 


v 


SUNBEAM Shavemaster 


Chicago Flexible Shatt Co., Roosevelt Rd. 
and Central Ave., Chicago Ill. 


Device: New “475” comb and hollow- 
ground cutter for Sunbeam Shave- 
master. 

Selling Feature s: The “475” comb is 
only 2/1000s of an inch thin, has 335 
more 4 les than the former Shave- 
master model which had 140 holes; 
behind the comb a new double-edge 
hollow-ground cutter of razor blade 
steel contacts inner surface of comb 
with positive tension; cutter does not 
shuttle back and forth in lateral 
action as in other shavers, but speeds 
over and back in fast oscillations; 
powered by Shavemaster brush-type, 
series wound, self-starting Universal 
motor, a.c.-d.c. 

Price: $15.—Electrical 
June, 1939. 


Peoria, Ill. 


Merchandising, 


Aunbeam 


SHAVEMASTER 


DUO-THERM Oil Heaters 


Duo-Therm Div., Motor Wheel Corporation, 
Lansing, Mich. 
Models: 610, 609, 710, 


heaters. 


709 fuel oil 


Selling Features: All models available 
with or without new Duo-Therm 
Power-Air unit—a motor-driven 
squirrel-cage type blower which gives 
positive forced air circulation through- 
out the whole room; directional grill 
equipped with 2 knobs so that grill 
may be turned to adjust direction 
of air flow as desired, can be com- 
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pletely removed if preferred. An- 
other feature of these new models 
is the Bias-Baffle Burner which gives 
clean fire from pilot fire to top heat; 
tapered burner sides and bias-baffle 
principle insures smooth, uniform 
acceleration without loss of efficiency 
at any stage. Other features: lazy 
floating flame; heat expander; large 
cold air intake area; special gliders 
and adjustable leg levelers; large 
radiant doors; front dial control ; 
directional heat guides; scientifically 
designed top grill; large capacity fuel 
tanks with splash-proof strainers; 


fully coordinated controls; special 
thermostatic oil control easily at- 
tached; visible flame door grill; auto- 
matic draft regulators; designed by 
Georges Wilmet; golden fleck enamel 
finish with gold striping.—Electrical 
Merchandising, June, 1939. 


WOODS Polisher 


Smith-Benny Sales Co., National Distributors, 
11 W. 42nd St., New York City 


Device: Woods automatic waxer and 
polisher. 

Selling Features: Waxes, polishes, 
cleans, sands, scrubs; self contained 
with wax tank and automatic heater 
which keeps wax in right consistency ; 
weighs only 14 Ibs.; interchangeable 
brushes, buffers, sanders and polish- 
ers; guaranteed for 1 yr. 

Price: $49.95.—Elecirical Merchandis- 
ing, June, 1939. 


G-E Clocks 


General Electric Co., Appliance and Merch- 
andise Dept., Bridgeport, Conn. 
Models: 6—one wall type, a de luxe 

alarm and 4 occasional models. 
Selling Features: Wall model 2H-50 

for kitchens has a square wood case 

in dark walnut or antique maple with 


tan leatherette center panel; 63 
square. 

7H-100 metal-cased, gold-colored 
alarm model for bedrooms has white 
buffed lacquer dial with diagonal gold 
stripes and black numerals; about 5 
in. square. 

3-H-92 wood-cased occasional clock ; 
dark walnut cradled in black oblong 
base; 5 in. wide, slightly less in 
height. 

4H-08, brown walnut case with 
vertical colored inlay; 6% in. high, 
12 in. wide. 

Modified tambour chime model 376 
has silver and black oval dial; 
equipped with Westminster chimes; 
19 in. wide, 8 in. high. 

No. 374 tambour chime clock has 
striped mahogany case faced with 
matched panels grained diagonally; 
silver dial with raised numerals; 
Westminister chimes; 20 in. wide, 8 
in. high. 

All models equipped with self-start- 
ing, sealed in oil synchronous GE 
motor. 

Prices: No. 2H-50, $5.95; 7H-100, 
$7.95; 3H-92, $5.95; 4H-08, $6.50; 
376, $29.50; 374, $32.—Electrical Mer- 
chandising, June, 1939. 


VIKING Oil Heater 


The Viking Mfg. Co., 600 S. High St., 
Akron, ‘O. 
Models: Viking 500 and 510 “Lo-Boys.” 
Selling Features: Forced air circulation 
optional on all “Lo-Boy” models; spe- 
cial designed combustion chamber pro- 
vides increased temperature, volume 
and velocity of air; controlled high 
and low fire settings ; new design pilot 
ring for burner reduces “low” fire; 
thermostatic valve; concealed tank; 
low flue outlet; new automatic draft 
regulator; humidifier; combination 
fuel pump and control valve available 
at small extra cost for basement tank ; 
concealed control valve; 2 large serv- 
ice doors in each end; lower height 
insures better circulation ; 2-tone dark 
brown heat resisting enamel with 
chrome or antique bronze trim. De 
luxe model 510 equipped with fan; 
Standard model 500 without fan.— 
Electrical Merchandising, June, 1939. 
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Model: 


Selling Features: 


Price: 


Device: 


Description: 


BRAMMER Washer 
Brammer Mfg. Co., Davenport, lowa 


Magic Disc washer. 

Extra large tub of 
solid stainless steel holds from 1 to 
10 Ibs. dry clothes; thermal construc- 
tion keeps water hot; new washing 
action—not an agitator, dolly, vac- 
uum-cup or cylinder—just a disc that 
twirls clothes about in washing solu- 
tion ; sturdily-built wringer with safety 
inter-locking controls; extra large 
drain hose opening; drain hose folds 
out of way into compartment when 
not in use. 
$79.95.—Electrical 
ing, June, 1939. 


Merchandis- 


MITCHELL Fluorescent Lamp 


Mitchell Mfg. Co., 1550 Dayton St., 
Chicago, Ill. 


Models: No. 2001 Fluorescent clamp-on 
swinging arm desk lamp. 

Selling Features: Uses new T-8, 15 
watt Fluorescent daylight bulb; easily 
clamped to any desk or table; both 
arm and shade fully adjustable so 
light can be moved to any position; 
overall height 174 in.; swinging arm 
extends to 15 in.; metal shade 18 in. 
wide ; bronze plated; auxiliary reactor 
of thermal switch type is concealed 
in shade; 110-120 volts, 60 cycles a.c. 

Prices: $12.50 less bulb—Electrical 
Merchandising, June, 1939. 


v 


PREMIER Cleaner 


Electric Vacuum Cleaner Co., Inc., 1734 


Ivanhoe Road, Cleveland, Ohio 


Heavy-duty, tank-type cleaner 
for hotels, office buildings, “Imperial.” 
Portable, compact (58 
pounds); powerful straight sucton; 

l-switch operation; complete line of 
tools and equipment for unusual clean- 


ing jobs; single dust-bag for easy 
emptying. 
Dimensions: Height, 28 in. overall; 


width, 19 in.; 3 in. ball-bearing 
swivel and stationary type wheels, 
rubber-tread for easy movability.— 
Electrical Merchandising, June, 1939. 
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Selling Features: 


CROSLEY Kerosene Refrigera- 


tor 
Crosley Corp. Cincinnati, O. 


LO-60 Flame-Freeze kerosene 
refrigerator for rural sections. 

6 cu. ft. capacity; No 
moving parts—nothing to wear out or 
make noise, complete in itself, can be 
used anywhere, no outside connec- 
tions necessary; easy to operate— 
fuel jar handy in front of easy slid- 
ing burner drawer; refrigerant is 
hermetically sealed and never needs 
replacing ; special fuel level indicator 
indicates quantity of kerosene neces- 
sary and whether one or two “heats” 
are required per day; indicator is 
calibrated to give best performance 
characteristic for varying room tem- 
peratures; burning time may vary 
from 1 to 1} hrs. according to room 
temperature and load capacity; 
Equipped with 1 deep and 1 shallow 
ice cube tray; removable shelves, one 
hinged for storage of tall bottles; 


porcelain lined food compartment 
with acid resisting bottom; Dulux 
exterior.—Electrical Merchandising, 
June, 1939. 


LITE-UP Mirror 


Nova Mfg. Co., 89 Bogart St., Brooklyn, 


Device: Lite-Up shaving and make-up 
mirror for home. office and travel. 
Selling Features: Compact, folds up: 
adjustable; handy outlet for electric 
razor, curler, vibrator or dryer; 
stands on table or hangs on wall; 
64 in. round “noglare” mirror; steel 
frame and base; available in ivory, 

bronze or chrome. 
Price: From $1. to $1.95.—Electrical 
Merchandising, June, 1939. 


BERGER Kitchen Cabinets 
Berger Mfg. -~ Republic Stee/ Co., 


anton, 
Device: Complete line of “Berloy” 
steel kitchen cabinets consisting of 


wall and base cabinets for all types of 
kitchen requirements and a complete 
line of sink cabinets to fit all types of 
sinks. — Electrical Merchandising, 
June, 1939. 
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Selling Features: 


Selling Features: 


Device: 


ARTICAIRE Fan 


F. A. Smith Mfg Co., Rochester, N. Y. 
Model: 


ArticAire Sentinel rubber- 
bladed fan. 
Entire blade moulded 
in 1l-piece of rubber; no vibration; 
oscillating gears totally enclosed in 
streamlined motor case; 4-pole induc- 
tion motor ; 110-120 volts 50-60 cycles 
a.c.; 10 in. fan, 1400 r.p.m., 710 c.f.m. ; 
Egyptian brown finish. Three models : 
R10, oscillating ; R11, non-oscillating ; 
R-15, pedestal oscillating. 

R10, $10.95; R11, $8.95; R15, 
95. — Electrical Merchandising, 
June, 1939. 


SUPERFEX Oil Heaters 


Cleveland, O. 
“Heat Director” oil 


Perfection Stove Co., 
Device: Superiex 
burning heaters. 
Shutters on sides and 
front can be adjusted for circulating 
or radiating heat and can be used 
also to direct heat downward to warm 
floor; Model 1221, illustrated, pro- 
duces 31,000 btus per hr; equipped 
with 3-gal. fuel reservoir, removable 
for outside filling without interrupt- 
ing fire, may also be had with con- 
stant level valve for connection to 
outside fuel tank; brown_ porcelain 
enamel finish with chromium trim; 
also available in 3 larger sizes with 
capacities ranging from 51,000 to 81,- 
000 btus per hr.—Electrical Merchan- 
dising, June, 1939. 


DELAY-O-LITE Switch 


S & W Mfg. Co., Downey, California 


Adjustable toggle switch per- 
mits light to stay on from 20 to 60 
seconds after switch is snapped off; 
fits standard switch boxes; will oper- 
ate with minimum of 40 and maxi- 
mum of 250 watts.—Electrical Mer- 
chandising, June, 1939. 
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BREEZE 


BIG MARKETS! QUICK PROFITS! 
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@Only $15.00 down (plus a 
small installation charge). 


@ Package Merchandise. 


@ A window-type unit to cool 
an average-size room. 


@ Easy to demonstrate. 
@ Easy to install. 


1. Simply plug in—as easily in- 
stalled as a radio. 

2. Smart modern styling. 

3. Fits any window over 21” wide. 

4. Easily located and adjusted for 
greatest comfort. 

5. As quiet as a whisper. 

6. Shuts out practically no window 
light. 

7. At the touch of a finger, room can 
be ventilated. 

8. A real air conditioner at a price 
almost anyone can afford. 


A Low Price—A Fine Product 
—and a great name back of it 


FEATURES 


@ No application engineering. 
@ No field service. 

@ Liberal floor plan. 

@ Sensational Low Price. 


Puts real air cooling within 
the means of countless homes, 
offices, apartments, hotels. 


9. Removes humidity from air as it 
cools. 

10. More cooling for less money. 

11. Combines advanced air condi- 
tioning developments with low cost. 
12. Only conditioner with a radial 
compressor. Same design principle 
as motors of famous Atlantic flyers. 
13. Chrysler’s great development, 
Superfinish, on vital parts, cuts op- 
erating costs...assures long life. 


= 
Airtemp Divs EM. j 
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DIVISION OF CHRYSLER CORPORATION 
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SPIRAL DASHER WASHER | 


PROVIDES A 


FAST WAY 
WASH CLOTHES 


F gam to an already long list of 
outstanding sales features Apex 

includes Bonderizing in their new 

continuous washer production line. 


With Bonderizing, Apex assures a plus 
value of vital importance to the user 
and a sales advantage to the dealer. It 
serves a dual purpose. It protects against 
rust and provides a better surface for 
baked enamel. It serves to resist chip- 
ping and peeling, because the enamel 
has a firmer foundation. 


Bonderizing in the finishing system on 
Washers, Refrigerators or Air Condi- 
tioning equipment provides resistance 
to the destructive influences of mois- 
ture, humidity or salt sea air, assuring 
maximum finish durability. 


PARKER RUST PROOF COMPANY 
2164 East Milwaukee Avenue 
DETROIT, Michigan 
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ASSURES 


INISH 


Send for 
This Book 


It describes Bonderizing 
in detail and gives the 
salesman a new talking 
point that helps close 
deals. 


CONQUER RUST 


BONDERIZING * PARKERIZING 
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NORGE Space Heaters 


Norge Div. Borg Warner Corp., 670 E. 
Woodbridge St., Detroi#, Mich. 
Device: 1940 Norge Fastemp Home 

Console Heaters. 


Selling Features: Redesigned to bring 
them down to approximate waist 
height; new heat chamber instead M 
of being vertical is now shape of an 
and has 40 per cent more heating sur- Deore 
face; Triple-Action Synchro-Contro! §5¢!/ins 
performs 3 operations in one move- § !DS-, 


ment—adjusts oil flow, adjusts air croc 


| 

| 

| 

| 

| 

| 

inverted “L” which extends sidewise 
| flow through down-draft Whirlator § aun 


and adjusts chimney draft. Norge clea 
Down-draft Whirlator carries fresh uses 
air containing oxygen necessary for stro 
perfect combustion into heart of any 
tube produces whirling movement §Price 
within flame which spreads heat Jun 


throughout walls of heat drum and 
forces it into air circulating around 
drum; radiant heat rays pass through 
triple louvres in front of cabinet and 
warms floor in front of heater; 
brown coloring blends with furniture 
woods; stainless steel trim mould- 
ings; low flue connection makes it 
easy to install; concealed, easy to fill, 
storage tank holds 74 gal. oil; 
doyble-pot burner with separate 
levels for high and low flame; humid- 
ifier moistens warm air. Forced air 
circulation can be added to 2 large 
Fastemp models at slight extra cost 
by means of blower installed at rear 
of cabinet—2 types available: No. 1 
type sends heat across floor in front 
| of heater; No. 2 sends heat across 
floor and in addition can be used 
with 4 in. conductor pipe to deliver 
heat to another part of house.—Elec- Ihe 
trical Merchandising, June 1939. 


| flame; whirlator at bottom of air coo! 
| 


v lit 


TOASTWELL Food Warmer P 


Utility Electric Co., 620 Tower Grove Ave., 
Louis, Mo. 


Device: No. 625 bun, roll and food 
warmer. 

Selling Features: Circular enclosed re- 
movable element, 120 watts, 110 volts 
ac. or d.c.; 8 in. high, 104 in. wide; 
polished aluminum finish, Bakelite 
trim; adjustable vent in cover ; 
mits variation of moisture content « 
foods ; equipped with tinned steel wire 
mesh basket which prevents scorching 
or burning. 

Price: $2.98.—Electrical Merchandis- 

| ing, June, 1939. 
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QUAKER Burnoil Heaters 


Quaker Mfg. Co. 223 W. Erie St., 
Chicago, Iii 

Jevice: New economy number avail- 
able in 6, 8 and 10 in. sizes. 

Selling Features: Special curved per- 
forated front grille combines advan- 
tages of radiant and circulating type 
heater into one model; priced and 
designed to be used as price leader.— 
Electrical Merchandising, June, 1939. 


BUTTERQUEEN Churn 


Marvel Mfg. Co., 317 Broadway, 
Birmingham, Ala. 

Device: Portable, electric butter churn. 

Selling Features: Compact, weighs 6 
lbs., with adjustable dasher to fit all 
crocks from 2 to 5 gal. size; cast 
aluminum and stainless steel easy to 
clean without breaking or rusting; 
uses “old fashioned” up and down 
stroke, does not whip milk; plugs into 
any socket; 110 volts a.c. or d.c.; air 
cooled motor is mounted horizontally. 

Price: $19.95. Electrical Merchandising, 
June, 1939. 


v 


Fluorescent Lamps 


Iluminating Arts, 2110 Commonwealth 
Ave., North Chicago, Ill. 


Models; Deskmaster, Fluoresight, Air- 
liner, Champion. 

Selling Features: Deskmaster features 
adjustable shade which allows flood 
of light to be controlled; 134 in. high. 
Fluoresight designed for office desk, 
154 in. high. Airliner in solid cast 
aluminum or bronze with natural fin- 
ish 153 in. high. Champion 14 in. 
high. All models equipped with mag- 
netic type auxiliary; shade 184 in. 
long; use 15 watt, 18 in. lamp; ham- 
mered Bronze or Pewter finish on 
all models except Airliner. 

Prices: Deskmaster, $15.75; Fluore- 
sight, $18.75; Airliner, $27.75 in 
aluminum, $42.50 in bronze; Cham- 
pion, $12.75.—électrical Merchandis- 
ing, June, 1939. 


an All-Aluminum Washing Machine! 


No, there’s no washing machine like the one 
pictured here. But there’s no reason why there 
shouldn’t be. Aluminum is being used for many 
of these parts by various manufacturers, and by 
others on products subjected to similar operat- 
ing conditions. And with complete satisfaction. 
Aluminum dresses up equipment. It looks 
substantial, promising years of low-cost service 
and attractive appearance. Prospects are more 
likely to say, “I want this washer.” 
Aluminum agitators are standard on most 
washers. Their lighter weight makes laundry 
work easier; also it reduces the inertia of the 


part, thereby putting less strain on driving 


mechanisms. You'll find Aluminum tubs, lids 
and wringer parts; all contributing to finer 
appearance — increasing salability of the 
machines — improving performance, providing 
superior resistance to corrosion. 

You may not be a washing machine manu- 
facturer. But, surely, you have places where 
the lighter weight, strength and resistance to 
corrosion offered by Alcoa Aluminum Alloys 
will enable you to improve your products 
or cut costs. Our engineers will gladly help 
you determine the facts. ALUMINUM CoMPANY 
or America, 2160 Gulf Building, Pittsburgh, 


Pennsylvania. 


ALCOA 
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TO MANUFACTURERS WHO 
IN 


Craftsmanship 


TAKE PRIDE 


ANUFACTURERS who take pride in 

making the parts you can’t see just as 
perfect as the parts you can see place this seal 
on their porcelain enameled products. It 
stands for “through-and-through” crafts- 
manship . . . indicates that the base metal is 
a special development of the 89 research lab- 


oratories and 1700 technical experts of the 


United States Steel Corporation Subsidiaries. 

Advertisements featuring the significance 
of the U-S-S VirrenaMet seal are now ap- 
pearing in America’s most widely read maga- 
zines. Use this improved base metal in your 
products, and attach this green-and-gold 
seal. You will find it a valuable aid in selling 


porcelain enamel products. 


CARNEGIE-ILLINOIS STEEL CORPORATION 
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Pittsburgh and Chicago 


Columbia Steel Company, San Francisco, Pacific Coast Distributors 
United States Steel Products Company, New York, Export Distributors 


>" 


JUNE, 


‘al 


KATO Plant 
The Kato Engineering Co., Mankato, Minn. 


Model: 19A “Quietlight” 300 watts 
a.c. or 200 watts dc. power plant. 

Selling Features: Runs at 1800 r.p.m.; 
powered with Johnson Iron Horse § 
hp. engine driving 4-pole, laminated 
pole generator bolted directly to en- 
gine crankcase; 4 heavy d.c. brushes ; 
both a.c. and d.c. brushes are on outer 
end easily accessible; push button 
starter; ammeter; cutout; charge 
control; completely shielded and fil- 
tered; plant is mounted on sponge 
rubber mountings, does not have to 
be bolted down; cast aluminum gas 
tank base holds 1 gal.; runs 10 hr. 
on 1 gal. gasoline; complete with 
carrying handles and_aircleaners; 
compact—20x16x124 in. weighs 90 
Ibs.; can be furnished with remote con- 
trol or full automatic control at ad- 
ditional charge.—Electrical Merchan- 
dising, June, 1939. 


PERMO-RITE Odor Absorber 


Permo-Rite Sales Co., 640 San Fernando 
Rd., Los Angeles, Calif. 


Models: Large absolute absorber for 
cafes, hotels, restaurants and larger 
household refrigerator units; and 
smaller apartment and _ household 
model. 

Selling Features: Permits any re- 
frigerator to contain a varied selec- 
tion of foods without transferring 
odor of one food to another. Large 
model weighs 4 Ib.; has 10 to 30 cuit. 
absorbing capacity; smaller model 
weighs 1] lb.; absorbing capacity up 
to 8 cu.ft.; no refills necessary; to 
remove food odors accumulated it 
should be placed in a moderate oven 
for one hour every thirty to sixty 
days. White baked enamel finish. 

Price: Large absorber, $4.75; smaller 
model, $2.50.—Electrical Merchandis- 
ing, June, 1939. 


v 


BURGESS Flashlight 


Device: Safety-Lite flashlight with 
Neoprene-cushioned head; prefocusec 
lamp; 2- and 3-cell sizes.—Electrica 
Merchandising, June, 1939. 
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KISCO Circulairs 
Kisco Co., Inc., 39th & Chouteau, St. Louis, 


ato, Minn. Models: “Senator,” “Mercury,” “Util- 
00 watts ity,” “Pep.” 
- plant. Selling Features: “Senator” and “Mer- 
10 r.p.m.; cury” are combination smoker stand 
Horse | and circulair; Senator equipped with 
laminated laminated, alcohol-proof service tray 
ly to en- a disappearing ash receiver; 
brushes : Mercury has ash-receiver only; both 
on outer models finished in black and chrome. 
h button _ “Utility” model has circulair built 
charge into table with shelf which can be 
and fil- used as telephone stand, etc; black 
1 sponge enamel and chrome finish. 
have to “Pep” model can be used on desk 
num gas or table; top is fitted with ash tray. 
s 10 hr. Other models in line consist of a 
ete with “Homilator” attic fan; “Versatil” 
cleaners : portable room cooler ; “Deflecto” ceil- 
eighs 90 ing model, “Hi-Boy” Pedestal model 
mote con- and two Cool-CIRCLE-Ator table 
ol at ad- and stand models.—Electrical Mer- 
Merchan- chandising, June 1939. 
v 
AURORA Hotplates 
Kinsford Specialty Co., 3915 Powelfon Ave., 
Philadelphia, Pa. 
Models: Nos. 21 and 23 hotplates. 
Selling Features: No. 21, single heat; 
= watts; on/off switch; No. 23 3- 
eats: 240-660-1000 watts; brown or 
jerber black enamel body with cream, red, 
Fernando orange, yellow or apple green bands. 
Prices: No. 21, $2.48; No. 23, $3.— 
irber for Electrical Merchandising, June, 1939. 
id larger 
ts; and 
ousehold 
any re- 
ed selec- 
nsferring 
r. Large 
30 cuit. 
r model 
yacity u 
M-H Time Switch 
lated Minneapolis-Honeywell Regulator Co., 
ate oven Minneapolis, Minn. 
to sixty 
nish. Device: Time switch for attic fans, 
smaller and other electrical appliances. 
rchandis- Selling Features: Time switch may be 


located at convenient point in house; 
no other control or relay necessary 
as switch carries line current direct 
to fan; with M-H time switch fan 
can be turned on and at any predeter- 
mined time from 4 hr. to 11 hr. later 
fan will automatically shut off; de- 
signed for concealed or external wir- 
+ ing; a position Con-Tac-Tor Mercury 
switch makes and breaks current; con- 


There’s no question about it —oil-burning space heaters offer 
the greatest merchandising opportunity of the year. And 
QUAKER will enable you to cash in on this opportunity! For 
QUAKER is the outstanding name in the industry . . . the oldest 
name ... with more units in use than any other manufacturer! 
Here’s acceptance already built to order for you . .. and the 
greatest line in QUAKER’S history — eighteen beautiful models 
starting with the lowest priced circulating heaters in QUAKER’S 
fifty years of leadership! This is a line designed for merchan- 
disers—featuring economy numbers for price leadership, with 
full leeway to step up the unit of sale to the finest heaters in 
the industry. QUAKER makes this step-up easy — with Amer- 
ica’s smartest designs . . . and more sales building features 
than all other heaters combined. You have to see this line to 
appreciate it. Send today for your FREE copy of QUAKER’S 
twenty-eight page sales brochure printed in full natural colors. 
It will show you how to cash in on the greatest selling oppor- 
tunity of 1939! 


QUAKER MANUFACTURING 
233 West Erie Street 


COMPANY 
Chicago, Illinois 


Gentlemen : 


ht with trol knob turns current on and sets 
Slectrical time schedule; silver bronze finish; 
=tectrica 54 in. high, 3% in. wide, 3 in. deep.— 
Electrical Merchandising, June, 1939. 
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I'm _ interested! 
twenty-eight page sales brochure printed in natural color. 


QUAKER MANUFACTURING COMPANY 
233 W. Erie St., Chicago, Ill. 


Send my FREE copy of QUAKER’S 
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PROGRESS 


Little Rock, ARKANSAS 
Incandescent Supply Company 


San Francisco and Los Angeles, CALIFORNIA 
David C. Dodge, Inc.......... _....Denver, COLORADO 
Wood-Alexander & Compeny Hartford, CONNECTICUT 
Knight & Wall Company Tampa, FLORIDA 
Lamar-Rankin Company Atlanta, GEORGIA 
Electrical Supply Company New Orleans, LOUISIANNA 
United Electric Service, Inc. Monroe, LOUISIANNA 
Northeastern Radio, Inc. Boston, MASSACHUSETTS 
Morley Brothers... Saginaw, Detroit and Grand Rapids, MICHIGAN 
Farwell, Ozmun, Kirk & Company St. Paul, MINNESOTA 
Billings Hardware Company Billings, MONTANA 
Paxton & Gallagher Co. Omaha, NEBRASKA 


Joseph Strauss Company, Inc. Buffalo, NEW YORK 
Garfield Electrical Supply Co., Inc. New York, NEW YORK 
Central New York Appliance Co. Syracuse, NEW YORK 


Carolinas Auto Supply House, Inc. Charlotte, NORTH CAROLINA 
Lewis Sporting Goods Company... Raleigh, NORTH CAROLINA 
C. M. McClung & Co. Knoxville, TENNESSEE 
Stratton-Warren Hardware Co. Memphis, TENNESSEE 
United Appliance Corporation Fort Worth, TEXAS 
Straus-Frank Company San Antonio, TEXAS 
Western Supply Company Salt Lake City, UTAH 
Richmond Hardware Company Richmond, VIRGINIA 
The Parris-Huffman Tompany Charleston, WEST VIRGINIA 
E. Garnich & Sons Hardware Co. Ashland, WISCONSIN 


SEE 
The NEW DELUXE MODEL with 
NEW DUPLEX CARPET NOZZLE 


THE PROGRESS VACUUM CORPORATION 


CLEVELAND ~ ~ + OH10 
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DISTRIBUTOR 


Selling Features: 


Selling Features: 


AIRTEMP Conditioner 


Airtemp Div., Chrysler Corp., Dayton, Ohio 
Model: 


“Cool Breeze” window condi- 


tioner. 


Low-cost air condi- 
tioner for living rooms, sleeping 
rooms or small offices; only 12 in. 
high, 24 in. long; requires no con- 
nections, only window-sill mounting; 
tlugs into nearest outlet; 4 hp. radial 
compressor and Chrysler’s Superfin- 
ish process on hard-working parts 
help make it quieter in operation than 
the ordinary electric fan, the manu- 
facturers claim.—Electrical Merchan- 
dising, June, 1939. 


v 


G-E Packaged Air Conditioners 


General Electric Co., Air Conditioning 
Div., Bloomfield, N. J. 


Models: FD-15, 20, 30, 50, 70 and 100 
ranging from 14 to 10 hp. rating. 


Units provide cool- 
ing, filtering, dehumidification with 
completely automatic control; no duct 
work, easy to install; tempering coils 
and humidifiers available as extra 
equipment. 

FD-15, 20 and 50 supplied with 
thermostat as standard equipment; 
each unit delivers approximately 1 ton 
per hp.; 2 smallest units discharge air 
horizontally at upward angle by 
louvers set in an arc; all air entering 
these units is filtered by easily re- 
movable glass wool filters; frame and 
enclosure in these units are in one- 
piece whereas larger units are in 2 
sections—conditioner and condenser 
unit—which may be bolted together ; 
flexibility in mounting condensing unit 
in smaller sizes so that intake unit 
can face window without lessening ac- 
cessibility for service purpose; ac- 
coustically lined for quiet operation; 
all units may be used with duct if 
desired; in 4 largest sizes, condensing 
unit sections and air conditioner sec- 
tions may be purchased separately. 
Can be transformed into year-round 
conditioners with addition of heating 
coil and humidifier; all models en- 
closed in golden bronze steel cabinets. 
—Electrical Merchandising, June, 
1939 


JUNE, 


SILENT SIOUX Oil-Fired Water 


Heater 
Silent Sioux Oil Burner Corp., Orange 
City, lowa 
Model: WM-30. 


Selling Features: Fired by new Silent 
Sioux Triplex burner with transpar- 
ent flame; heating capacity of 21 gal 
per hr at an 80 deg. rise with 30 gal 
storage capacity; temperature adjust- 
ment easily made within range of 120 
to 180 degs; thermostatic oil contro! 
with positive snap action; overal! 
height 56 in.; occupies 18x224 in. 
floor space; no coils to clog or clean 
—unit equipped with extra heavy hot- 
dipped galvanized copper bearing 
steel boiler.—Electrical Merchandis- 
ing, June, 1939 


UTICA Oil Burning Boiler 
Utica Radiator Corp., Utica, N. Y. 


Model: “OB” series. 


Selling Features: Boiler sections have 
finned surfaces which extend heat- 
ing contact, providing rapid and 
efficient heat transfer; controls ac- 
cessible for making electrical con- 
nections with oil burner; jacket of 
latest design raised above floor for 
easy cleaning and protection from 
rusting at edges. Available in a 
variety of sizes 


v 


S-N Cooler Unit 


Scott-Newcomb Inc., 1922 Pine St., 
St. Louis, Mo. 


Device: Three- and 5-ton unit store 


cooler. 
Sectinc Features: Adjustable grille: 
auxiliary outlets on either side; quict, 
slow speed blower; 


belt tightener ; 
mounted power units; 
pletely 


ing, June, 1939 
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and capacities.— 
Electrical Merchandising, June 1939. 


provision for 
heating coil in addition to cooling and 
dehumidifying coil; automatic motor 
starter and control; compressor motor 
has built-in overload with automatic 
rubber and spring 
cabinet com- 
insulated and sound provi. 
Also available in 4 and ? ton room 
cooler units—Electrical Merchandis- 
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EMERSON Window Fan 
The Emerson Electric Mfg. Co., St. Louis, 
Mo. 


Device: Home Cooler fan for window 
installation for small homes, apart- 
ments, stores, offices. 

Selling Features: Designed to rest on 
window sill just inside lower sash 
so as not to interfere with opening 
and closing window; cabinet is se- 
cured to window frame through 
mounting arrangement on adjustable 
panels; adjustable floor stand can be 
used with narrow window sills; 4000 
c.f.m. capacity; 18-in. fan equipped 
with overlapping aluminum blades; 
resilient, (rubber ) hub-mounted 
motor; cabinet finished in wrinkled 
ivory with chromium trimmings, 
motor and blades in smooth ivory. 

Price: $49.95; adjustable floor stand, 
— Electrical Merchandising, June, 


TODD Slumberette 


Todd Air Conditioning Co., Inc., Bonner 
Springs, Kansas 


Device: Portable night air room cool- 
ing fan. 

Selling Features: Adjustable diffusing 
grille will not create draft; air in 
average size room changes in less 
than 2 min; 16 in. slow moving fan 
displaces 1500 cfm; 1/40 h.p. motor; 
sets in window with sash pulled down 
to top of unit and with transom or 
other window open for air outlet; 
plugs into any outlet; 18 in. high and 
wide, 10 in. long, weighs 30 Ibs. Todd 
De-Pollenizer also available with a 
standard 20x20 in. Owen-lllinois 
Dustop filter; brown krinkle finish. 

Price: Slumberette only $35.; with 
De-Pollenizer, $39.50. — Electrical 
Merchandising, June, 1939. 


IRON FIREMAN Control 
Iron Fireman Mfg. Co., Cleveland, O. 


Device: Syncrostat control merges 4 
stoker control instruments into one 
simplified unit. 


Selling Features: 


Device: 


Device: 


Selling 


“Merger” includes 
master stoker switch which turns 
stoker off-and-on at command of 
thermostat; adjustable refueling 
timer which automatically sets stoker 
in operation at definite intervals; 
“fire out” alarm switch and timer; 
and day-and-night time switch for 
automatically lowering night tem- 
perature. Complete Syncrostat sys- 
tem includes in addition to the Model 
C100 Syncrostat, a standard day-and- 
night thermostat and limit regulator 
with optional addition of fire pilot 
for outfire protection. Made ex- 
clusively for Lron Fireman by L. R. 
Teeple Co.—Electrical Merchandis- 
ing, June, 1939. 


— 


MAJESTIC Air Conditioner 
The Majestic Co., Huntington, Ind. 


Convertible oil or: gas-fired 
winter air conditioning unit. 


Selling Features: Circulates filtered air 


to all parts of home; quiet blower 
pulls return air through super heater 
and dust filters and forces it through 
blower has large reservoirs on self- 
aligning bearings for long, service- 
free operation; rubber mounted; oil 
impregnated spun glass air filters; 
super-heater radiator provides 44 to 
50 sq. ft. additional heat radiating 
surface; Minneapolis-Honeywell con- 
trols; Thermo-Drip fully automatic 
humidifier with 3 stainless steel pans; 
oil burner built to Majestic specifica- 
tions—4 h.p. long hour motor with 
built-in foolproof switch; cast alumi- 
num self cleaning fan; GE trans- 
former; 1.35 and 2.5 gal. 
sizes; removable fire chamber front 
makes conversion to gas or vice- 
versa simple; blue ripple casing with 
chromium trim.—Electrical Merchan- 
dising, June, 1939. 
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CORDLEY Water Cooler 


Cordiey & Hayes, 145 Hudson St., New 


York City 


water coolers. 


Features: Automatic control 
maintains correct temperature of 
water; refrigeration mechanism floats 
on large live rubber pillows to ab- 
sorb vibration: coolers for bottled 
water equipped with stainless steel 
water cooling container; stainless 
steel tube extends to faucet; stainless 
steel refrigerated compartment holds 
3 qt. milk bottles or equivalent with 
locked compartment door in one 
model; cold saver on models T-9 and 
T-14 uses cold waste water to pre-cool 


per hr. | 


Complete line of self-contained 


incoming water.—Electrical Merchan- | 


dising, June, 1939. 
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VOSS TABLE WASHER FEA- 
TURED IN MANY OF THESE 
MAGAZINES WITH OVER 
16,000,000 CIRCULATION 


Home Economic Authorities the 
country over have recognized in the 
New VOSS Table Washer, the an- 
swer to their desires for moderniza- 
tion in Home Laundry Equipment. 
No matter whether washing in the 
kitchen or laundry, the porcelain 
table top provides 7 day utility. 


The new VOSS Table Model is the 
latest addition to the standard VOSS 
Line, so widely known for its outstanding and 
exclusive sales and performance features. 


If you are looking for a washer line that makes 
possible a Full Profit Mark-Up, write today for 
complete VOSS Sales Plan. 


YOU CAN 
WASH 
RINSE 
BLUE 
DAMP DRY 


tolds into rinse tub 


MODEL SEN 


VOSS BROS. MFG. 


» MODEL RSN 


MODEL WS 


DAVENPORT, 


WILBUR B. DRIVER CO. 


NEWARK, NEW JERSEY — 
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Oil Burning 
ROOM HEATERS 


Now! Silent Sioux presents the most com- 
plete line of oil burning room heaters 
manufactured. Smartly designed heaters 
with more outstanding, high quality features 
than you've ever seen or sold in any other 
make regardless of price! 


Amazing New There’s synchronized oil 

and draft control; floor 
Features line heat distribution, side 
doors for maximum radiation; the high 
performance efficiency of the exclusive 
Silent Sioux Triplex burners and dozens of 
others. Features that win more sales, in- 
sure lasting satisfaction, and make it easy 
to imcrease your room heater business. 
Right now while it’s uppermost in your 
mind, send for Free folder, “This Is The 


Preview’. 


gned with sensa- 


that deliver mat 


yysively de 
Exe tures 


tonal 


See these new models and learn 
all about the valuable Silent Sioux Fran- 
chise. No obligation. 


Dept. 3 ORANGE CITY, IOWA 


THE NEW 
PROFIT 
MAKER 


IN THE ELECTRIC 
APPLIANCE FIELD 


WATER HEATER 


@ It plugs into any electrical wall outlet... 
A FAST-SELLING fm providing hot water at slight cost for 
millions who have been without this con- 
venience for dishwashing, scrubbing, hand- 


CROSS-THE-COUNTER 


MERCHANDISING washing, rinsing, and bathing the baby. 
ITEM THAT MILLIONS Handsome chrome-trimmed white enam- 
WILL WANT eled body, complete with copper tubing and 


e fittings for easy installation; electric cord, 
SELL IT... fer use chrome faucet, three-heat control. Wall 
y brackets, screws, etc., also supplied for easy 
installation. Price only $23.95 list. See your 
Everhot jobber or write for full information. 
tourist homes, barber 


THE SWARTZBAUGH MFG. COMPANY 
shops, beauty shops. 


TOLEDO, OHIO . . . ESTABLISHED 1884 


cottages, tourist 
camps, auto trailers, 
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Compensation as Salesmen See It 


CONTINUED FROM PAGE 20 


mind you, it made no difference if 
the appliance was more than half 
paid for. The commission my hus- 
band received on such was jotted 
against him to pay back. My hus- 
band was pretty sure of what he 
sold and he never had more than 
six appliances returned. This 
wasn’t even considered when he 
finally had to look for something 
else so that we could eat. First, 
our phone was disconnected. Next 
we had to sell our car, third we 
had to find a cheaper rent. This is 
what happens to thousands of sales- 
men, and the only work they enjoy 
and like is appliances. 

“A salesman’s wife that can’t have 
most of the appliances her husband 
sells is not an asset to his business. 
She should have these things to 
show to her friends, to let pros- 
pects come in and see them in full 
use in a real home. Appliances are 
twice as convenient looking in use 
in a home than on a sales floor. 

“Salesmen are the foundation of 
every business, and if one can’t build 
a home without a foundation, how 
in the name of God do they expect 
to build a business comeback with- 
out good, solid foundation? 

“Tf a factory man receives $30 per 
week, certainly a salesman’s cost is 
twice that much. His personal ap- 
pearance alone will cost one third of 
the factory worker’s salary. 

“Right now my husband is selling 
cars. His drawing account is $25 
a week. That leaves nothing for his 
convenience, and we eat rice and 
stew until I could scream. I try to 
encourage him—he is a good sales- 
man, and is keeping his courage up, 
but there are many nights he could 
make calls if he had car fare or a 
phone. 

“Every salesman should be given 
a salary large enough to leave him 
a few, just a few, doliars in his 
pocket. He should be given a quota 
for the year, and a bonus if he 
makes it, and an extra bonus on 
anything sold above the quota. A 
salesman who can’t reach his quota 
is not a salesman, or an asset to 
his business. 

“My life’s work here is to see 
my husband and family happy, and 
to help make the world a better 
place to live in. There is one heart- 
breaking experience I'd like to state: 
In 1938, the salesman at the 
were given quotas on 
different appliances to sell for 90 
days. There was to be a bonus on 
each appliance sold over and above 
quota. My husband gave no thought 


to hours or pleasure. He went 
over the top. Made enough for 
our winter fuel supply. Just one 


other man made his ‘over the top’ 
quota, but because the other 10 men 
failed to reach their quotas, my hus- 
band and the other salesman were 
not paid their bonus. Believe me, 
faith and respect for the company in 
these two men’s eyes was done. It’s 
just cheap business. Every word is 
true. 


JUNE, 


No need for comment. Here is 
vivid truth, typical of comments from 
many earnest wives of appliance sales- 
men the country over, who are trying 
their best to bolster flagged spirits of 
discouraged husbands, who love the 
appliance business, but are being too 
poorly compensated to hang on. 

The result of this condition is mir- 
rored in the 1938 impact it has had 
upon one city, that has carefully sur- 
veyed the situation. Kansas City, Mis- 
souri, has probably used more pains 
to support merchants and salesmen in 
a cooperative manner than any other. 
Under the able generalship of Joseph 
F. Porter, Jr., and Jerry Weston, 
Secretary-Manager, the Electric Asso- 
ciation there has worked continuously 
to improve conditions. It recently 
made a survey to find that there was a 
63 per cent loss of electric appliance 
salesmen in 1938. One hundred sales- 
men left the industry there last year. 
Prime reasons are reflected in the 
foregoing case studies. As a result, 
there was a 33 per cent drop-off in 
dealerships, 18 of them folding up. 

In commenting on the fact that the 
problem can be corrected, Jerry 
Weston (who should know because 
he is also secretary of the National 
Association of Electric Leagues) 
offers the thought-provoking sugges- 
tion that “it’s doing the thing that 
seems impossible that makes the do- 
ing worth while.” 

The worth while appliance mer- 
chant is alert to this problem, and 
is courageously taking steps to cor- 
rect it. Among the many I know 
who are paying straight salary and 
bonus, sufficient to provide minimum 
income that frees the salesman from 
fear, invariably all are climbing to 
levels of higher volume and profit. I 
quote Mr. C. of Oklahoma, as reflect- 
ing that type of forward viewpoint 
now needed: 


TRAIGHT salary plus a bonus 

is the answer, but to put a defi- 
nite amount on either side is a mat- 
ter of geography, conditions, and 
the ability of the salesman. 

“The day of the high incomes 
for a retail salesman is not over, 
but the day is here to see that they 
get a chance to make a real living. 

“You might not agree with me, 
but the average dealer is square. 
But does the factory and distributor 
worry about the dealer’s financial 
worries as to floor plan charges, 
repossessions, bad trades (which can 
hardly be governed in face of com- 
petition) ? That 40 per cent is mis- 
leading. I have followed your ad- 
vertising work and surveys for 
years while I was with rea 
and I know that if you will take 
the cost price of a box and start 
adding the various costs and com- 
missions, it will give you a different 
picture. In short, the average 
dealer can’t pay what he would like 
to. 

“T try to run this department «s 
near 10 per cent as possible, but to 
pay a reliable man even 10 per cent 
runs the expenses up. Right now | 
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can’t even hire a salesman as the 
few that are left are mighty in de- 
mand, and a new man is expensive 
to train. 


“A salesman in a town the size 
of (15,000) should re- 
ceive $15 a week salary, plus 5 per 
cent on all sales—charge backs only 
up to four monthly payments. 
Surely I realize that is $20 for the 
first $100—$25 on the next $100, 
but it evens out (on 10%) at $300, 
and there are darn few men who 
will average that the year round. 
That is the way I want to pay any 
man working for me. Incidentally, 


mum of 10 per cent.” 


The attitude of forward-looking fac- 
tory representatives is likewise chang- 
ing. I quote Mr. E., New York 
state representative for a large range 
manufacturer : 


— 


HAVE had seven dealer and 
salesmen meetings in the last 
four weeks, and talked to over seven 
hundred men along the lines of your 
article. I mentioned that if they 


to sell as they have in the past, they 


sales organization. And treat it at 
least as well as they do their trucks 
(they supply their trucks with gas 
and oil which is more than they do 
for their salesmen). Above all they 
would have to take the fear out of 
the hearts of the salesmen and instill 
a little confidence. 

“The first step in that direction 
is to guarantee them so much a 
week; at least $20. Regard this 
man as an investment and expect to 
lose money on him for the first 
three weeks. But the return in 
the end would be very satisfactory. 
With this method, they could con- 
trol his activities and see that he 
worked along specific lines. 

“We all realize that the dealers 
have to make money. But I con- 
tend that he can make more money 
by paying his men a decent salary 
and a bonus than by the hit-and- 
miss proposition. I dare say that 
taking a given amount of men, one 
group working on straight commis- 
sion and another group with a guar- 
anteed salary and bonus, that the 
latter will do three times the amount 
of business as the former. After 
all the dealer is looking for volume 
which he needs to cut down his 
overhead.” 


ELECTRICAL MERCHANDISING _ is 
happy to dedicate itself toward assist- 
ing in the solution of this problem. 
There is cheering indication bobbing 
up from many spots that a construc- 
tive movement is getting into swing 
that will accelerate the aim of appli- 
ance salesmen to make this an even 
grander land. 


3 New C.I.T. Offices 


over $300 they would get a mini- | 


certainly would have to look to their | 


really wanted to go out and continue | 


NEW YORK—Three new C.LT. offices 


were opened on May 8, according to a 
recent announcement of the C.LT. Cor- 
poration, New York. One is in Batavia, 
New York, with F. B. Weber as branch 
office manager, another in Waterbury, 
Connecticut, with H. A. Delvy as branch 


office manager, and the third in Columbus, | 


Georgia, under J. B. McGrath. 
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NEW PROFITS! 


A COMPLETE AUTOMATIC SELF-FEEDING WAXER 
The Revolutionary 


NEW PROMOTION! 


AUTOMATIC FEEDING 


NEW LOW 
PRICE! 


WITH 4 BRUSHES 


@ It Waxes and Polishes 
@ It Sands and Buffs 
@ It Scrubs and Cleans 


Nothing to compare with it at its 
amazing low price. Will be in de- 
mand wherever there are floors. 
Offers unlimited sales and profit 
opportunities. Write for descrip- 
tive literature, full dealer informa- 
tion and facts about department 
store promotions. 


DISTRIBUTORS! JOBBERS! 


Territories available. Write 


SMITH-BENNY SALES CO. 


11 West 42nd &.. New York, N. Y. 


PLEASED HUSBAND ¢ 


THE MOMENT 
SHE LAYS 
EYES ON 
THE 


EVERHOT 


ROASTER 


We have studied women’s cooking requirements for 5. years. That’s why the features 
of the modern Everhot Electric Roasters take instant hold of women’s imagination, and 
make sales easy. Model 750, shown here, has exceptional beauty and large capacity 
(accommodates 20-lb. turkey). It has a hi-reflector hinged cover, elevating rack, safety 
lift handle, cool body handles, shallow meat pan, cookie sheet, ruby-lite signal, band- 
type element, automatic control and choice of white enamel, glass or aluminum dishes. 
The new broiler is fast acting and easy to clean, See your Everhot 
jobber or write for complete information. 


THE SWARTZBAUGH MFG. COMPANY 


TOLEDO, OHIO... ESTABLISHED 1884 


TOASTS 
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FOR THE LOW- PRICED FIELD 
THE NEW 
SIGNAL 
AUTOMATIC 


WALL BOX 
VENT FAN 


10” Quiet Type Blades 

Totally Enclosed Motor 

Automatic, Weather-tight Shutters 
Telescopic Design for Walls 7” to 24” 
Easy to Install 

Door Operated Switch 

Air Displacement 615 C.F.M. in free air 
List Price $24.00 


Write for 1939 fan catalog, 
merchandising program, and prices. 


SIGNAL ELECTRIC MFG. CO., Menominee, Michigan 


Offices in all 
principal cities 


® Since the LIFE of the 
appliance is the heating element — you have 
a telling sales point in the fact that you specify 
to your supplier: 


“ELEMENTS EQUIPPED WITH 'NICHROME’ V by DRIVER-HARRIS" 


THE WORDS “DRIVER-HARRIS" ARE ESSENTIAL BECAUSE: 


Py ILY 


DRIVER-HARRIS 


(Harrison, N. J.) 


MAKES NICHROME 


’ 
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Getting Into Space 
Heater Business 


ees CONTINUED FROM PAGE 9 


forced to rely on old-fashioned coal 
and wood stoves as their sole heating 
medium, are turning in increasing 
numbers to the superior advantages, 
economy and beauty of these new oil 
burning space heaters. 


Three Points to Watch 


From a prominent engineer in the 
industry comes a warning concerning 
three factors important in the success- 
ful promotion and sales of oil space 
heaters: (1) the importance of proper 
flue connection (2) selling a heater 
of adequate size for the job, and (3) 
selling the right type of heater for 
specific uses; that is, a radiating 
heater for “spot” heating purposes, a 
circulating heater, a power-driven 
heater or one with a combination of 
these elements. 

Oil only contains a certain stated 
amount of heat, figured in B.t.u’s. 
Most heaters burn No. 1 oil which 
contains 135,800 B.t.u.’s to the gallon; 
some will operate successfully on No. 
2 oil which is rated at 138,800 B.t.u.’s 
and is a little cheaper in price. Some 
of this heat, of course, goes up the 
flue—but it is not all wasted as the 
flue should be heated to a certain 
degree to create proper draft. The 
average efficiency of most heaters is 
about 72 per cent so that the gallon 
of No. 1 oil will send 98,000 B.t.u.’s 
into the room. If the heater turned on 
full burns two-thirds of a gallon of 
oil per hour it will therefore produce 
66,000 B.t.u.’s per hour of usable heat. 

The type of construction of the 
house, the section of the country in 
which it is located and the size of the 
area to be heated should all be taken 
into consideration when specifying 
the capacity of heater for the job. A 
good rule of thumb for the northern 
half of the country where average 
construction, without insulation, pre- 
vails would be 10 B.t.u.’s per cubic 
foot per hour to do a good job. In the 
| case of the heater burning two-thirds 
of a gallon of oil at high fire and 
| producing 66,000 B.t.u.’s of usable 
heat, the heater would be satisfactory 

for 6,600 cubic feet of space. It 
stands to reason, therefore, that for a 
| job of that kind common sense would 
require a heater of sufficient capacity. 

Flue connections are important 
because no matter how perfectly a 
| heater is constructed, it is dependant 
|upon correct draft. This draft, in 
| most cases, is controlled by a regulator 
/of the flapper type usually placed in 
| the stove pipe. Some of the regula- 
|tors are automatic and, once set in 
position, compensate for more or less 
draft as conditions demand. For jest 
draft, the chimney or flue shouid be 
at least 20 feet high and the opening 
at the chimney top not larger than 
eight or ten inches in diameter. If 
the flue is too large, the flue gas will 
not keep it warm; if it is too small 
poor combustion will result. A loose 
fit will also cause improper draft. 

The third factor to be considered is 
the right type of heater for specific 
|uses. “Spot” heating, for instance, is 


JUNE, 


Typewriter ribbons cet test above, 
for durability. How long they will 
wear is important information, 
especially on quantity purchases. 
Electrical Testin Laboratories 
secured the FACTS. 


Wanted: The plain facts about the 
qualities of a hair 
dryer. L. devised this test 
set-up to data. The manu- 
facturer found it helpful; salesmen, 
convincing. 


Whiter teeth? to determine this 
fact for a maker of tooth paste, 
E. T. L. measured the reflection 
factor of teeth, before and after 
the use of this dentifrice. 


Travelled 90,000 miles This shows 
an inspector’s kit, for certifica- 
tion in the field, of I. E. S. Specifi- 
cation Lamps. Random samples on 
sales floors and in warehouse stocks 


are checked to be _ that 
“tagged” lamps meet I. E. S. 
specifications. Last year E. T. L. 


inspectors travelled 90,000 miles in 
rendering this service. 


Over 40 years of 
know-by-test service 
to the Electrical Industry 


ELECTRICAL 
TESTING 
‘LABORATORIES 


East End Avenue and 73th Street 
New York, N. Y. 
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sales and profits. 


All classes of retail establish 


The Completeness of the 


Curtis Line Assures Greater 
Sales and Profit Possibilities 


HE addition of the Curtis Refrigerated Store 

and Office Cooler to the Curtis line makes 
it even more attractive than ever. It opens up 
a great new market that makes possible new 


offices, banks, etc., are demanding air con- 
ditioning now. You can fulfill this demand 
with Curtis’ complete, factory designed, pack- 
aged air conditioning unit. It mechanically 
cools, dehumidifies, circulates and filters the 
air—adaptable for heating—easily and 
quickly installed— 

3 and 5 ton sizes. 
The Curtis line of 
condensing units 
includes sizes from 


1/6 to 30 H. P., air 


Curtis Store and Office Cooler 
3 and 5 tom sizes 


and water cooled. 


48 Air Cooled Units 
45 Water Cooled Units 


There’s a Curtis model for every refrigeration 
and air conditioning requirement — also unit 
coolers, coils, evaporative condensers, etc., pre- 
cision engineered to deliver economical, efficient, 
care-free performance. 


If you're interested in profits, in increasing 


your sales, write to Curtis for complete infor- 
mation today. 


CURTIS REFRIGERATING MACHINE CO. 


1975 Kienlen Avenue 


Division of Curtis Manufacturing Company 


St. Louis, Mo. 


Sales 
Manager 
Wanted 


* 


Manufacturer of nationally 
known line of washers and 
ironers is looking for a top- 
flight salesmanager who 
knows major appliance mer- 
chandising from stem to stern 
—who can pick productive 
men—who can give them in- 
spired leadership—and who 
has wide field experience 
among appliance dealers and 
distributors. 


This position is a man-size 
job, but the income oppor- 
tunities are well in propor- 
tion. 


If you are sure you can fill 
this order, write Box 545 in 
eare of Electrical Merchan- 
dising, 520 N. Michigan Ave., 
Chicago, giving full details 
about yourself and experience. 


Your letter will be turned 
over unopened to this appli- 
ance manufacturer and all in- 
formation will be kept strictly 
confidential. 


NEW PROFIT 


New Art 
CLEANER 


A limited 
electrical 
New Art Cleaner éales 
We now open the line to the 


number of 
dealers have 


franchises. 
entire field because of letters such as this 
one: 


Appliance Dealer Writes 


Gentiemen: 
st ten months that we have carried the 
leaner we have increased our sales to over 
6 thousand dollars. We feel it is just. 6 thousand 
dollars in business just handed to us. 

The New Art Cleaner has made for us many other 
sales _in_ Electric Appliances because the cleaner 

t to our store many people that wouldn't of 

come if it wasn’t for the cleaner. 

We think the New Art Cleaner is one 
and fastest selling articles on the market t 


Name of dealer gladly given for —ctiotang 


The patented New Art Cleaner is different 
from anything else on the market—a super 
mop, wall cleaner, floor washer in one hand- 
somely finished, scientifically built device. So 
unique and interesting that the prospective 
buyer usually takes it out of sales persons 
hands before demonstration can be com- 
pleted. 

Cut scrubbing time by half. Hands never 
touch dirty scrub water. A single pull on 
the handy lever automatically wrings and 
cleans the durable sponge rubber mop head. 

The New Art Cleaner is a year ‘round 
seller—will help carry your salesmen—suc- 
cessful for both house-to-house and store 
selling. Send for complete facts now. 


At last—a really practical, folding dryer for 


kitchens, bathrooms, etc. Provides 15 feet of 
smooth, cadmium finished drying bars. Easy 
to install. A proved profit item that you 
want to add to your line now. Let us give 
you complete facts on these two Artmoore 
products that pay you profits 12 months of 
the year. Write today. 


ARTMOORE CO. 


Dept. EM-69 
108 N. Water Street, Milwaukee, Wis. 
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best accomplished with a radiating 
heater; where adjoining rooms are 
to be heated, the circulating type is 
essential with openings provided to 
allow the heat to circulate. Since 
heated air rises a grill placed above 
the door best allows for the warmed 
air to pass into the adjoining room re- 
turning throught the open door or a 
grill placed near the floor. 

While circulating heaters are desir- 
able for large spaces, they may not be 
satisfactory for the floor area close to 
the heater because cold air is drawn 
in at the bottom and the heated air 
rises out of the top. Heaters giving a 
combination of radiating and circulat- 


| ing heat with shutters to direct the 


heat downward to the floor, answer 
this objection. But there is little doubt 
that the heater with a fan or blower 
forced heat which can be directed at 
any angle and which break up the 
layers of heat near the ceiling, provide 
by far the best solution to all prob- 
lems. Here, too, there is provision 
for forcing the heated air at greater 
distances to cover several rooms. In 
the summer, the same forced air pro- 
vides a cooling effect. 


Discounts 


. . | 
Discounts in the space heater busi- 


ness compare favorably with any spe- 


cialty appliance handled by the electric | 
| specialty retailer and, in a number of | 


instances, are even greater, according 
to leading manufacturers in the field. 
And with sales volume arriving at the 
point where advertising is proving an 
added stimulus to the business, a num- 
ber of impressive campaigns in the ur- 


ban and rural consumer magazines is | 


due to break this year. 

Those manufacturers with fans or 
blowers incorporated in their heater 
models are taking advantage of the 
summer season to advertise the double 
duty performed by their models. 
right now—in the month of June—is 
the time to start getting under way for 
the heater business pure and simple. 


Manufacturers 


Prominent manufacturers in the field 
include the following which is not in- 
tended to be a complete list: 

Duo-Therm Division, Motor-Wheel 
Corp., Lansing, Mich.; Quaker Mfg. 
Co., 233 W. Erie St., Chicago, IIl.; 
Evanoil Division, Evans Products Co., 
Detroit, Mich. ; Coleman Lamp & Stove 
Co., Wichita, Kansas; Perfection 
Stove Co., 7609 Platt Ave., Cleveland, 
O.; Florence Stove Co., 
dise Mart Bldg., 
can Stove Co., Lorain, O.; American 
Stove Co., St. Louis, Mo.; American 
Stove Co., Cleveland, O.; Globe Ameri- 
can Corp., Kokomo, Ind.; Gray & Dud- 
ley Co., Nashville, Tenn.; A. J. Linde- 
mann & Hoverson Co., 601 W. Cleve- 
land St., Milwaukee, Wis.; Lonergan 
Mfg. Co., Albion, Mich.; Malleable 
Iron Range Co., Beaver Dam, Wis.; 
Prentiss-Wabers Products Co., 1430 
Second St., North, Wisconsin Rapids, 
Wis.; Viking Mfg. Co., 600 S. High 
St., Akron, O.; Samuel Stamping & 
Enameling Co., Chattanooga, Tenn.; 
Norge Division, Borg-Warner Corp., 
Detroit, Mich.; Estate Stove Co., 
Hamilton, O. 


But | 


1475 Merchan- | 
Chicago, Ill.; Ameri- | 


this little coupon 
brings you this Year's 
BIGGEST NEWS 


“AMERICA’S 
BELT BIBLE” 


1939 Edition of the 
GILMER Belt Catalog 


Hollywood would say 
this edition is “Stupendous!” 
We call it the most complete 
f.h.p. belt catalog ever to come 
off a press! 188 jam-packed, 
time-saving pages listing re- 
frigerator belts for over 5700 
models, 149 makes by lengths, 
cross-sections, and manufac- 
turers’ part numbers. Also 
includes Oil Burners, Stokers, 
Air-Conditioners, Washing 
Machines, ete. Handy pocket 
size... clearly, concisely ar- 


ranged and indexed. 


Get GILMER Belts! 


Tough ... Minimum Stretch 
Full-Sized .. . “Tailor-made 
in the grooves” on the world’s 
largest assortmentof V-moulds, 
Built by engineers who special- 
ize in belts. GILMER BELT 
JOBBERS carry full stocks. 
You’re always sure of quick 
deliveries . . . everywhere. 


L. H. GILMER COMPANY 
Tacony, Philadelphia 


Fill-out coupon today for your FREE 
copy of the 1939 GILMER 
Belt Catalog. 
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Parts, Services 


UNDISPLAYED RATE: 
$1.00 per line per insertion. Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads. 


TO BUY 


& Accessories 


DISPLAYED RATE: 


$11.00 per inch per insertion. Contract 
rate on request. (An advertising inch 
is measured vertically %” on one 
column. There are 4 columns—48 
inches to a page.) 


SELLING 


UNDISPLAYED RATE: 


15 Cents Worp. Mintmom Cuarce $3.00. 

Positions Wanted (full or part time salaried 
employment only) % the above rates pay- 
able in advance. 

Boz Numbers—Care of publication New York, 
San Francisco offices count as 

words 

Discount of 10% if full payment is made in 

advance for 4 consecutive insertions. 


: BUSINESS 


DISPLAYED RATE: 
Individual Spaces with border rules 
Prominent display of advertisements. 
The advertising rate is $8.00 per inch for 


advertising appearing on other than a con- 
Con t 


yam basis. ract rates quoted on 


SEARCHLIGHT SECTION 


(Classified Advertising) 


OPPORTUNITIES 


—RATES— 


MERCHANDISE 


for 
all 
Te- 


tically on a 
to a page. 


48 inches 


GUARD 


PROFITS 
with 
\ 


Handle your refrigerators, ranges, 
radios, kitchen cabinets with 


holstered trucks. The only truck with 


ORANGEVILLE MFG. CO. 


patented quick change ratchet nose. 
Completely rubber upholstered through 
ORANGEVILLE fully rubber up- out. Made in convenient sizes. Write 
for details and prices. 


Manufacturcra complete line of Floor Trucka 


HANDLING 


(ORANGE VILLE J} 


ORANGEVILLE 
(Columbia Co.) PENNA. 


WANTED: 


Two Utility Sales Supervisors 
Two Retail Salesmen 


By public utility located in middle west, 
salary and commission. Please state age, 
education, experience, financial condition, 
married, size of family, 
previous earning power. 


present or 


P-542, Electrical Merchandising 
520 No. Michigan Ave., Chicago, Il. 


Wher 


w the d 


of dollars in the course 


img 


Are Your Refrigerator Trade-in Sales Profitable? 


can you find how much you can afford to allow on any one of 
1400 makes and metee—ene -_ make the sale AND a profit? 


The ONLY comple trade-in values for the dealer who 
want mote PROFIT ABL E trade-in sales is 
The “NATION AL MARKET INDEX of Trade-in Values for Used 
Refrigerators.” 
mu can fin 4 the fair market value of over 1400 makes and models from the years 
The ‘Inde is fully illustrated so that models may be readily 


d 
re ‘50 pA. on a NATIONAL MARKET INDEX may save you hundreds 


of a year. it may put you in a position to invite 


trade-ins and MAKE AN EXCELLENT MARGIN OF PROFIT on them. One 
properly exec uted trade-in will more than pay the cost of this handy book. 


Order the “Index"—keep and use it for 10 days—and if you are 
not eatiaied your money will be refunded upon return of “Index.” 

Single cor $3.50 each. Fifty or more copies $2.50 each. Postage will be 
paid byw us if order is prepaid, otherwise delivery will be C.O.D. includ 


PHILADELPHIA, PA. 


of NATIONAL MARKET INDEX? 


why a 

PADS, COVERS AND BAGS 

All Types 

Electric mangle pads and covers. Washing 
machine covers, electric heating pads, vac- 
uum cleaner bags—all types Ohio Textile 
Specialty Co., W. 54 Street, Cleveland, Ohio 

NEW ADVERTISEMENTS 
Copy must be received by the 30th of the 


month to appear in the issue out the follow- 
ing month 


1929 CELEBRATE + 1939 | 


WITH US 


OUR 10th ANNIVERSARY 


Write for Our 8-Page Bulletin of 50 
Grand Values on vacuum cleaner, wash- 
ing machine, iron replacement parts and 
other electrical appliances. 

Quality Best Money Can Buy. A useful 
6-inch ruler FREE with each bulletin. 


1929 10 years of successful merchandising 1939 


Midwest Appliance Parts Co. 


Manutfacturers-Factory Representatives 
and Distributors 


2722 W. Division St. 


Chicago, Ill. 


Write TODAY for brand new 68-page 
illustrated catalog of vacuum cleaner 
ports. All makes 


Sweeper 


9591. 9593 GRAND RIVER AVE 


DETROIT. MICHIGAN, 
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Air Conditioning and Refrigeration 
Supplies and Equipment 
Stocks Lowest Prices Speedy 


“THE HARRY ALTER co. 
1728 South Michigan Avenue, Chicago 


Branches: New York, Detroit, Cleveland, St. Lovis 


SALESMAN AVAILABLE 


FACTORY LINES WANTED on Commission 

basis. Proven sales record. Best of refer- 
ences SA-543, Electrical Merchandising, 
520 N. Michigan Ave., Chicago, Il. 


REPRESENTATIVE AVAILABLE 


SUCCESSFUL SALESMAN now calling on 

electrical and industrial trade in Chicago 
and Central Illinois desires agencies for 
limited number of quality products to sell 
through electrical wholesalers. Items having 
repeat business and merchandising possibili- 
ties will be assured good representation. 
Willing to include additional states. Age 35. 
15 years varied experience in electrical field. 
Reliable references. RA-544, Electrical Mer- 
chandising, 520 N. Michigan Ave., Chicago, III. 


REPRESENTATIVE AVAILABLE 


WE OFFER SALES AND ENGINEERING 
SERVICE in Chicago Area for the right 


Manufacturer. 


Successful small organizat 


’ 


can serve a manufacturer selling, contacting, 


engineering, servicing manufacturers in (} 


cago territory 


Engineering service by gr: 


uate electrical engineer We maintain our 
own laboratory to work out users’ problets 


Also maintain warehouse space with exc: 
lent shipping facilities. If desired can ha 
We kn 
what we can do and will gladly work ou 
Address our Advertisi; 
230 North Mich)- 


dle jobber-distributor accounts. 


commission basis 
Agency: Earle Ludgin, Inc., 
gan Avenue, Chicago 


BUSINESS ‘OPPORTUNITY 


Buy er oom England 


Mr. D. Joseph, 23 Rochdale Road, 
chester, is visiting New York for the first 


three weeks in July. 
cycle and auto accessories, etc. On 


petitive manufacturers should apply 


ly 


to 


a 


Man- 


Requires electrical, 
com- 
D. 


Joseph, c/o American Exporter, 386 (at 27th 


Street) Fourth Avenue, New York. 


WANTED 
USED VACUUM C L E ANERS. Hoovers, 
Eurekas, Electrolux, etc. Send list 


Talley Vacuum Cleaner Co., 519 S. 


St., Charlotte, N. C. 


of your 
CONFIDENTIAL 
ADVICE 
FREE 


PATENT YOUR IDEAS 


for ANY Invention or Trade Mark 


S. Pat. Off. records searched 


Tryon 


“What Can It 
Do For Me?” 


Advertising that is read with this 
thought in mind, may provide the 
solution to a problem that has kept 
you awake nights for weeks. 
Remember, back of the signature of 
every Electrical Merchandising ad- 
vertiser is another organization, 
whose members have thought long 
and hard about your business in 
the course of introducing and ap- 
plying their products or services to 
your industry. 

If their offerings can improve the 
quality of your company’s product 
+++ OF save your company’s money 
. .. they can contribute to your com- 
pany’s income. 

We all know, “It pays to advertise.” 
It pays just as big to investigate 
what is advertised! 

Each month, Electrical Merchan- 
dising advertisers, old and new, 
invite you and 30,000 other readers 
to investigate further the advan- 
tages they can provide. 


ELECTRICAL 
MERCHANDISING 


Airtemp Div. Chrysler Corp... 51 
Alter Co., Harry.............. 62 
Aluminum Co. of America..... 53 
American Rolling Mill Co..... 34 
American Tel. & Tel. Co...... 42 


Apex Rotarex Corp. 
Inside Front Cover 


Artmoore Co. ........ 
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National Market Index Pub. Co 


New York Housewares Manufac- 
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Buyers: 


CHECK THESE DATES NOW! 
July 


| | 15 


NEW YORK HOUSEWARES SHOW 


HOTEL ASTOR at 
€ 


ELECTRICAL APPLIANCES 


CHINA .. 


“AMERICA’S FOREMOST 
TRADE MARKET!” 


Combine Business with Pleasure: 
Plan to visit the N. Y. World's 
Fair during this show! 


New York Housewares 


Show Headquarters: Room 176, Hotel Astor 


TIMES SQUARE 


HOUSEWARES 
. GLASS 


NEW YORK 


MANUFACTURER'S Ass'N. 


Housewives know that 
Chromalox Super-Speed units are 
an important part of the range 


Turn over the Chromalox unit on 
a modern range, and you reveal a 
small part about the size of a sau- 
cer, the deflector. Black as the Ace 
of Spades and just as shiny, it is 
made of Ebonized Monel. 

Like regular Monel, Ebonized 
Monel is strong, tough, rust proof, 
and corrosion resistant. Still more 
important, Ebonized Monel is im- 
mune to discoloration from heat. 


The new Chromalox Super-Speed Range Unit 
manufactured by Edwin L. Weigand Co., 
Pittsburth, Pennsyloania. The smaller dise és 
the deflector made of Ebonized Monel. 


.. WHAT'S ;. BACK 


of the famous 


MALOK UNIT 


Its shiny black finish is produced 
by oxidizing regular Monel at a 
temperature of 1900°F. 

Next time you demonstrate a 
Chromalox-equipped range, tell 
your prospect about the Ebonized 
Monel deflectors. Write for further 
information. Address: 


The International Nickel Company, Inc. 
67 Wall Street New York, N.Y. 


MOneEL 


“Monel” is a registered trade-mark of The 
International Nickel Company, Inc., which is 
applied to a nickel alloy containing approxi- 
mately two-thirds nickel and one-third copper 


1939 


New Booklets Available | 


GENERAL ELECTRIC 


“Designed for Better Living” is the 
title of a new booklet issued by General 
Electric’s Appliance & Merchandise De- 
partment, Nela Park, Cleveland, which 
tells the complete story of kitchen plan- 
ning and modernization and G-E appli- 
ances and cabinets available to do the 
job. Of chief interest is the description 
and illustration of all the cabinets and 
accessories G-E has made available to 
transform old kitchens into young ones 
with tailored units. 


RCA 


Trade and public interest in television 
has been responsible for RCA issuing 
two new booklets on the subject to help 
answer the bewildering number of ques- 
tions which have popped up in regard 
to the new art. One is called “Tele- 
vision” and the other “RCA Television.” 


BAKELITE 


There are such a variety of products 
made with plastics today and so much 
confusion in the public mind on the 
subject that Bakelite Corporation, 247 
Park Ave., New York City, has issued a 
new booklet entitled “New Paths to Pro- 
fits’ which is designed as a_ business 
man’s primer on the whole question. 


JEFFERSON 


Bulletin No. 392-FL 
Jefferson Electric Co., 
describes their auxilaries for use with 
fluorescent lamps. It contains wiring 
diagrams, dimensional sketches and elec- 
trical specifications, 


published by the 
Bellwood, Ill., 


HOTPOINT 


A new broadside, designed to acquaint 
dealers with details on their new sum- 
mer range campaign has been issued by 
Edison General Electric Appliance Co., 
Chicago. The whole Hotpoint story is 
gone into. 


WHITEHEAD 


“Whitehead Work-Saving Kitchens”, 
incorporating Hotpoint appliances, is the 
subject of a new booklet just issued by 
the Whitehead Metal Products Co., New 
York City. Illustrations in color and 
complete descriptions of cabinets and 
kitchen space-saving arrangements are 
the principal features of this booklet 
which is packed full of ideas for the 
dealer in the kitchen planning or modern- 
izing business. 


CABLE ano PLUG 


HEADQUARTERS | 


Electromaster designed and introduced the 
flexible cable and plug, for Electric Range 
Installations. 


All types and sizes 


1. Rubber covered 3. Heavy-duty rub- 
conductors— ber casing. 


copper lugs. 
2. Plated strain re- 4. Sturdy bakelite 
lief clamp. cap. 


* 


Write for New Low Prices 


ELECTROMASTER, INC. 


Makers of Electromaster Ranges 


1805 E. ATWATER ST. 


DETROIT 


CHROMALOX 
equipped ranges 


FLAT! 


That’s where the CONTACT comes 
in—the all-over flat top of the Chro- 
malox unit, touching all over the 
utensil bottom, and giving its quick 
and geuc ous heat through every 
square inch of metal-to-metal CON- 
TACT. 


Air is fine heat insulation—if 
that’s what you are looking for. 
You can hold your finger as close 
as an eighth-inch to a hot flat-iron 
without discomfort. But try closing 
up that air gap, actually touch the 
flat-iron—and get a graphic illustra- 
tion of what we mean by CON- 
TACT. 


That’s what you get in a Chro- 
malox unit — flat-top CONTACT 
that CUTS COOKING COSTS. And 
that’s why CONTACT is the selling 
word for ranges equipped with these 
units. Use it—and boost your sales. 


SELL CHROMALOX-EQUIPPED 
RANGES. USE CHROMALOX UNITS 
FOR REPLACEMENT—THEY FIT ALL 
RANGES. 


The coupon brings the whole story. 


é 
Mail with your business letterhead 


EDWIN L. WIEGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 
Send me the "CHROMALOX PLAN" book. 


Position 
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STATISTICAL BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


REFRIGERATORS 


Notwithstanding the fact that April 
sales of household electric refrigerators, 
totaling 260,204 units, represented the 
largest volume of any month since June 
1937, the percentage of increase over the 
1938 comparative was but 22.23%—or 
about half as great as that of previous 
months of 1939. 

April 1939...... ...260,204 refrigerators 
April 1938 ...-212, 884 refrigerators 
4 Mos. 1939 . 871,447 refrigerators 
4 Mos. 1938......... 637 296 refrigerators 

It will be noted from the above esti- 
mates’ compiled by EEI on the basis of 
NEMA shipments that 10,963 units, not 
previously reported, have been added to 
the four months’ total—which stands 
36.74% above that of last year. 

Saturation, January 1939—12,101,000 
homes, or 51.6% of total wired homes. 


WASHERS 


\pril sales of household electric wash- 
ers, while showing a normal seasonal 
drop from the March figures, exceeded 
by 27.14% the volume of April 1938. As 
with electric refrigerators this percentage 
ot merease was considerably lower than 
that reported for earlier months of 1939 
+ Mos. 1939.... . .471,200 washers 
$ Mos. .. 340,651 washers 

It is interesting to note from the 
AWMA reports the substantial gain of 
26.10% in sales of $70-and-over models 
in April, which is in direct contrast with 
the setback which this class of washers 
received in earlier months of the year. 


ROASTERS 


April was the high month of 1939 for 
electric roasters, sales exceeding the 
March 1939 shipments by 3,560 units or 
33% and April 1938 by 3,926 units or 
36.62%. Thus the four mont! hs’ business 
shows an increase of 18.67% over the 
same months of last year. 
14,647 roasters 


Mos 1938. nine .. 31,379 roasicrs 


RANGES 


Reports from NEM A range members 
indicate a drop of .57% in April sales 
‘ household electric ranges, with the 
lead over last year reduced to 14.68% 
for the four months’ period. 


26,141 ranges 

| 97,185 ranges 
Saturation, January 1939 — 2,250,170 


homes, or 9.61% of total wired homes. 


VACUUM CLEANERS 


The vacuum cleaner industry, in sell- 
ing 10,821 more floor cleaners in April 
1939 than in April 1938—an increase of 
12.11%—brought the four months’ vol- 
ume up 3.37% over the comparable period 
of 1938. With hand cleaners, the de- 
crease of 21.57% in April sales ran the 
four months’ total down to 12.13% below 
last year. 

April 1939....... 100,487 floor cleaners & 
24,539 hand cleaners 


| April 1938....... 89,636 floor cleaners & 
31,288 hand cleaners 

4 Mos. 1939.....389,165 floor cleaners & 
103,027 hand cleaners 

4 Mos. 1938.....5 376,478 floor cleaners & 
117,245 hand cleaners 

Saturation, January 1939 — 11,467,460 


homes, or 48.96% of total wired homes. 


IRONERS 


A sharp upturn in Apri! sent ironer 
sales soaring 27.23% above April 1938, 
thereby bringing up the four months’ 
volume to practically the same level as 
the 1938 totals. 


37 628 ironers 


Saturation, January 1939— 1,449,100 
homes, or 6.19% of total wired homes. 


GAS ENGINE WASHERS 
With April sales trailing 19.37% be- 
hind, the four months’ volume fell 3.50% 

short of comparable sales of 1938. 
8.300 gas washers 
10,291 gas washers 
4 Mos. 1909... 37,518 gas washers 
4 Mos. 1938..........38877 gas washers 


WATER HEATERS 


NEMA compilations show a gain of 
22.17% in April sales of household elec- 
tric water heaters of the storage type, 
with the four months’ volume up 44.21% 
over the same period of 1938. 


April 1939......... 7,729 water heaters 
4 Mos. 1939........25,694 water heaters 
17,754 water heaters 


RETAIL SALES OF HOUSEHOLD APPLIANCES BY INDEPENDENT STORES, 
COMPARED WITH MANUFACTURERS’ SALES OF ELECTRIC REFRIGERATORS 


Retail Sales Manufacturers’ Sales 


Household Appliances Refrigerators 
No. Apr. 1939 Apr. 1939 Apr. 1939 Apr. 1939 

of vs. vs. vs. vs. 
Dealers Apr. 1938 Mar. 1939 Apr. 1938 Mar. 1939 
Middle Atlantic (1 state)... 46 —16% —2.2% — 41% —15.1% 
Pennsylvania 46 — 16% + 2.2% — 41% =—I15.1% 
*East North Central (4 states) 54 —O0.57%, +14.1% + 81% + 14% 
INlinois —76% +108% + 53% + 23% 
Indiana 10 + 8.6% +12.9%, — 10% =—24.3% 
Ohio 22 +12.6% +265% + 209% +12.8% 
**West North Central (4 states) 31 —2.0%, —2.8%, + 
lowa 9 +79% —62% + 426% + 44% 
tSeuth (§ stetes)............ 13 +7.12% +3287 + 50.8%, +10.7%, 
Texas 7 + 3.7% +31.1% + 63.4% +11.I% 
+Mountain (8 states)......... 32 —0.3% + 3.4% +50.5% — .79 
141 + 5.7% +10.0% +98.7%, +61.3% 
California 123 — 1.2% + 9.2%, + 82.0%, +75.4%, 
Oregon i +37.6% +12.2%, +170.6% + 8.4% 
322 +18% + 9.0% +27.1% + 78% 


Retail Sales—Department of Commerce 


Mfrs.’ Sales—National Electrical Mfrs. Assn. 


*Includes a few Wisconsin dealers 


**Covers dealers in la., Kans., Mo. and Neb. 
tCovers Ala., Tex., Fla., Ga. and Okla. 
§Covers Washington also. 


tCovers Ariz., Colo., Ida., Mont., Nev., N. M., Utah and Wyo. 


ELECTRICAL 
MERCHANDISING 


Vol. 61 No. 6 
Publication Office, 99-129 North Broadway, Albany, N. Y. 
Editorial and Business Offices, 330 W. 42nd St., New York, N. Y. 
L. E. MOFFATT H. W. MATEER 


Editor Manager 


LAURENCE WRAY, Managing Editor ANNA A. NOONE, Home Appliance Editor 
HARRY PHILLIPS, Art Director MARGUERITE COOK, Market Analyst 
TOM F. BLACKBURN, Chicago Editor, 520 N. Michigan Ave. 

CLOTILDE GRUNSKY, San Francisco Editor, 883 Mission St. 


JUNE, 1939 


The Merchandising Month 8y L. Moffatt... 
Shorter Lines—Longer Profits 8y Ernest Hastings... ...... 6 


In which we begin an inquiry into the desirability of limiting the 
number of models in refrigerator and washer lines in the interest 
of better inventory control and increased profits. 


Getting Into Oil Space Heater Business 


By Laurence Wray.. 8 


The market and profit story of the appliance industry's newest fast- 
moving specialty. 


The Old South Swings to New Maen of House- 
keeping 8) Tom F. Blackburn... 


A picture record of romantic Natchez, Miss. and he’ modern bitchon 
methods in use today. 


The Dealers Can Do It 8y Clotilde Grunsky......... 12 


A progress report from Portland, O., where the utility retired from 
merchandising 18 months ago. 


The Home Economist Pays Her Way _ 8y Lillion Cassels. |4 


Some dollar-and-cents examples of how. the modern home service 
department justifies its existence in increased load. 


A Union Business Agent Looks at the Appliance 


Business 
Some straight talking on subject of 


Compensation as the Salesman Sees It 
By Gerald E. Stedman 20 


Some letters from salesmen in which the problem of under-compensa- 
tion is discussed from a personal angle. 


Kitchens and at G-E Con- 


Another eal a the General Electric Home nae Con- 
ference at Nela Park, Cleveland. 
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